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UP FRONT 


Necessary or expendable? 
A reminder of the distributor’s role 


In this issue, we explore the role of the dis- 
tributor today. 

We canvassed opinions from a number of 
manufacturers, distributors, and operators on the 
nature of the distributor today because, within the 
past year, his role has been questioned more and 
more. 

Factories, dissatisfied with the drastic decline 
in sales activities, have complained that distributors 
are not ably representing their products to opera- 
tors. And so, publicly and privately, some manu- 
facturers have flirted with the idea of selling direct to 
Operators. 

And operators, angered by distributors who 
have sold them bad product or who they see as 
operating competitors, see no advantage and, in 
fact, see a disadvantage in buying locally. 

Such is the fate of the distributor middleman 
who serves two masters—the manufacturer who 
wants to sell product and the operator who wants to 
operate it as long as possible. 

In truth, the distributor probably helped create 
his own whirlwind of controversy by neglecting his 
true role during the video game boom. It was too 
easy to unload manufacturers’ product because 
there were always more buyers than games to go 
around. 

But,then again, a case can be made that the 
manufacturer neglected his role and responsibility 
during the video game boom, and the operator, too. 

So now the industry has shrunk in size. There 
isn't the great demand for product there was at the 
beginning of the decade. Distributors have more 
time to deal with their operator customers on a one- 
to-one basis. 

But does the industry really want any part of it? 
Does the manufacturer still want to go through the 
distributor network to sell his games, or does he 
think he can do a better selling job himself. 

Does the operator see any advantage to buying 
from his local distributors, or does the whole thing 
boil down to where he can goto get the best price on 


equipment? 

When we asked our questions to manufac- 
turers, distributors, and operators about the role of 
the distributor today, we expected to get, in most 
cases, textbook answers. And, for the most part, 
that’s what we got, textbook answers. But it is from 
examining this multiplicity of responses, the sum of 
all these textbook responses, that we believe the 
whole role of the distributor today comes clear. 

The reason we went through this exercise is 
twofold: 

1. To remind the distributor who maybe has 
forgotten or lost sight of his purpose what his role is 
in the coin-op amusement industry. 

2. For the manufacturer and operator who see 
the distributor as an expendable part of the industry 
that they had better think long and hard about the 
many services the distributor provides the industry. 

Where will all this come from if there is no dis- 
tributor? 

From where will come the vitality, the grease 
that makes the industry hum along? 

It's all too easy to dismiss the distributor as 
being merely a sales arm of the manufacturer, but 
there’s more to his function than just the sale of new 
equipment. 

The good distributor is the source for sound, 
practical advice at the local level. He is the local 
games expert, the financier, the serviceman, the 
parts supply house, the salesman, the factory go- 
between, and the operator consultant the industry 
needs today. 

A distributor who is still performing all these 
functions for his operator customers today will have 
a place in the industry tomorrow. 
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After reading the July 15 edition of Play Meter’s 
Critic’s Corner by Roger Sharpe entitled “Paperboy and 
Marble Madness Game Over—Not Good,’ | was 
compelled to respond from another point of view. 


While Mr. Sharpe makes some good points and 
shows a genuine concern for the design and imple- 
mentation of good games for our playing public, | think he 
is in serious error when implying that all good games must 
have continuous, open-ended game design. This is 
simply not the case. 

Why should video games necessarily need to have a 
non-ending game structure to be successful and collect 
long term quarters? In the old days when video game 
design was in its infancy, this did seem to be the case. 
Games would simply loop ad infinitum until the location 
closed or the player was dragged away bleary eyed from 
the machine. 

Today’s game player is much more experienced. He’s 
seen it all. He’s looking for something new. He wants to be 
entertained and amused. If he wants to spend all day in 
front of a video screen, he'll probably opt for MTV. 


Think about games throughout history. Checkers has 
an ending. Monopoly may last for awhile, but somebody 
eventually wins and the game is concluded. Why should 
video game design be any different? One of the longest 
earning games, Pole Position, has a finite game structure 
that ends after about five laps around the Fuji Speedway. 
Has an operator or player ever said that Pole Positionis no 
good because the game has no ending? | think not! 


Last winter, | had the pleasure of attending a national 
video game contest in Los Angeles sponsored by Walter 
Day and the Twin Galaxies International Scoreboard. This 
contest featured the best U.S. and Canadian video game 
players. They told me to keep making games that end. 


These players told me that well designed games with 
plenty of action and variety (especially in scoring) and an 
end are their favorites. They said that close-ended games 
offer more of a sense of accomplishment and of winning, 
if they can get through the whole thing. They saw no funin 
merely droning out in front of a video monitor for hours as 
the game wraps itself around. 

They also said a close-ended game allowed for better, 
more concise challenges and competitive score 
comparisons. Besides, why should an operator want 
games that allow someone to tie up the machine for 


6 


COMMENTARY 


Each game must be judged 
on its own merits 


By Don Traeger of Atari Games 


hours? If the game is designed right, the same player will 
play for the same length of time, but put in several 
quarters and have more fun. 

The key to a successful game is the fundamental 
game play. A well designed game can earn longer, 
regardless of its open or close-ended structure. In the 
design of Paperboy, this and longer average game times 
to influence repeat play, was considered very carefully. In 
fact, these issues were some of our greatest sources of 
discussion during the two years we were developing the 
game. Hardly an attempt in development shortcuts in an 
effort to meet deadlines, Mr. Sharpe. 

The entertainment value is what counts. If it isa good 
game, with variety and wide player appeal, the game will 
earn good money longer. The few players that will get all 
the way through, and do so enough to get bored, will not 
influence the collections one bit. 

Of course, the goal is coming up witha suitable game 
that offers enough long term variety and depth to utilize 
the close-ended design. It’s simpler to just design a game 
that lets someone play out forever. Paperboy, Pole 
Position, VS. Baseball, and Hat Trick are all great 
examples of games that work extremely well with close- 
ended design. 

| am not recommending that all games be close- 
ended or that open-ended games will not work any more. 
Many of our designers prefer the open-ended format and 
are currently designing some great open-ended games. 
However, others believe in the satisfaction a well 
designed close-ended game can bring players. (Remem- 
ber the enthusiasm displayed by those few who could get 
all the way through and rescue the Princess in the final 
encounter in Dragon’s Lair?) 

| know that Mr. Sharpe has the best interests of our 
industry in mind. As manufacturers of video game 
equipment, | can assure him that we do as well. The 
design of Paperboy was well thought out. In no way did we 
lack the process of forethought in its development...look 
at some collection reports! 

To close, | would like to say that | feel it is healthy for 
all of us who care to openly discuss issues which affect us 
all. However, | would like to warn Mr. Sharpe against 
lumping all games with certain features or design as 
categorically bad. To say that close-ended games won't 
earn, | feel, is a grave oversight on his part. Every game 
should be considered on its own merit. ° 
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AOE '86 set 
for Mardi Gras 
in New Orleans 


The seventh Annual Amusement 
Operators Expo (AOE) will be held 
Mardi Gras weekend, February 6-9, 
1986, at the Sheraton New Orleans 
Hotel, announced Carol P. Lally, 
publisher of Play Meter and sponsor o 
the industry event. 

“We're really excited about holding 
AOE ‘86 in conjunction with Mardi 
Gras, the greatest free show on earth,” 
said the Play Meter publisher. “There’s 
nothing like it in the world. Mardi Gras 
is one of the world’s greatest attrac- 
tions; and, when we had the oppor- 
tunity to hold AOE ‘86 in conjunction 
with such an event, we just couldn't 
pass it up!” 

The Mardi Gras season actually 
runs for two weeks with parades, cos- 
tume balls, and millions of parade- 
goers dressing up in Halloween and 
“Let's Make a Deal’’-type costumes to 
attract throwers on the parade floats to 
throw down beads, doubloons, and 
tons of other Mardi Gras memorabilia 
to them. 

But the season hits high gear 
during the final weekend when New 
Orleans businesses close down and 
the streets are filled with Mardi Gras 
revelers, and that’s when this year’s 
AOE will be held. 

Mardi Gras is a tradition spawned 
by New Orleans’ deep Roman Catholic 
tradition. The final day of the season, 
Mardi Gras Day or Fat Tuesday, imme- 
diately precedes Ash Wednesday and 
the 40-day penitential season known 
as Lent. 

Since Lent is a period of reflection, 
penance, fasting, and abstention 
leading to spiritual renewal on 
Easter—Mardi Gras evolved into a 
bacchanalian celebration of over- 
indulgence just prior to that period. 
And New Orleans is flooded with 
revelers from around the world who 
join in this raucuous celebration. 
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On the final days, millions of 
people crowd the parade routes to 
grab the carnival baubles thrown 
down from the passing parade. 
Among the parades coinciding with 
that weekend's events are such 
famous parades as Endymion and 
Bacchus. 

Celebrities from the entertainment 
world reign as honorary kings atop 
the floats. 

“We're billing AOE ‘86 as two shows 
for the price of one,” said Lally. “It's 
AOE and Mardi Gras. Mardi Gras and 
AOE. The activities at AOE should not 
in any way interfere with convention- 
goers’ plan to enjoy the celebrations 
below because our seminars and 
exhibit hours are not in conflict with 
any of the parade times. 

“From the early responses,” Lally 
continued, “we expect AOE ‘86 to 


become probably the quickest show 
to sell out its exhibit space in the 
industry's history. The demand for 
exhibit space is so great that we may 
have to start limiting the number of 
booths late exhibitors can take, so 
well have enough to accommodate 
as many exhibitors as possible. 


She said the attraction of Mardi 
Gras may mean AOE will sell out even 
prior to the AMOA show. 


In addition to the exhibit hall, AOE 
‘86 will feature 24 operator-oriented 
seminars on a variety of topics of 
current interests to veteran operators. 
“The strength of AOE has always been 
its seminar program,” she said, “and 
this year AOE will again feature some 
heavy-hitting seminars with top-notch 
speakers. We believe the dual attrac- 
tion of these seminars and Mardi Gras 


AOE goers will be a part of the incomparable celebration, Mardi Gras. 
Here float riders throw trinkets to crowds of people hoping to catch 
a string of beads or a doubloon. 


NEW 


ORLEANS 
FEB. 6, 7, 8,9 1986 
FOR 


will attract possibly one of the greatest 
industry gatherings in years.” 

She said AOE had reserved ample 
hotel rooms at the Sheraton New 
Orleans Hotel but convention-goers 
should make their reservations early 
in anticipation of the rush. 


“The Sheraton has assured us we. 


have the necessary hotel space,” said 
Lally, “but we are nonetheless making 
supplementary arrangements to 
accommodate the overflow crowd we 
expect.” 

The announcement for AOE ‘86 
followed the termination of anattempt 
to hammer out an agreement between 
the AOE and ASI shows which would 
give the industry one post-AMOA 
show. Actually, the two sides reached 
a tentative agreement in late June, 
but the board of directors of the 
American Amusement Machine Asso- 
ciation (AAMA), by a close vote, 
turned down the compromise agree- 
ment which would have joined the two 
shows. 

A late effort initiated by Play Meter 
again to resolve the matter and join 
the two shows was tabled past the 
deadline Play Meter needed in order 
to commit for show and hotel space. 

“We were disappointed we couldn't 
reach an agreement which would 
have joined the two shows,” said the 
Play Meter publisher. “But we're really 
excited about the Mardi Gras dates. 

“Mardi Gras is really a most 
unbelievable spectacle. The sea of 
humanity that descends on New 
Orleans for this period of frolicking 
and peaceful celebration is really 
something to behold! I’m just glad we 
were able to join our show with such a 
festive time so that industry veterans 
can get a firsthand look at a truly 
once-in-a-lifetime opportunity.” e 


Arachnid wins 
suit agianst IDEA 


Arachnid of Rockford, Illinois, has 
won its lawsuit, filed in 1982, against 
Industrial Design Electronic Associates 
(IDEA) of Sycamore, Illinois, for patent 
infringement on Arachnid’'s electronic 
dart game, English Mark Darts. The 
August 23 verdict in the District Court of 
Illinois, delivered by a six person 
federal jury, found that IDEA had 
infringed on an Arachnid patent. 

IDEA's attorney Eugene Dick, said 
his client will file a motion for a 
judgement not withstanding the 
verdict and, if necessary, an appeal to 
a higher court. 


said IDEA’s Bonnie DeVale, “The 
trial brought out the fact that the 
features of an electronically scored 
dart game with moving segments, soft 
tip darts, and chamfered holes are in 
the public domain and are therefore 
not patentable. However, Arachnid 
has a patent on the target segments of 
its game and the jury found that our 
target segment design infringed on 
that patent. And though we dont 
believe we infringed on that patent 
and are appealing the verdict, we are 
redesigning our target segment in 
accordance with what we learned in 
the courtroom. We will make the new 
segments available to all owners of 
IDEA dart games.” 


Arachnid’s attorney and vice 
president, Steve Tillery, however, 
would not specify exactly what 
Arachnid's patent covers, choosing 
instead to read a portion of an 
Arachnid press release which says, 
“The six person federal jury in Chicago 
made numerous findings in upholding 
Arachnid’s patent. Specifically, the 
jury found that Arachnid has a valid 
patent for its electronically scoring 
dart game...” 

IDEA’s attorney Dick agreed that 
Arachnid has a patent on its game that 
covers the target segments, but went 
on to say, “The statement from 
Arachnid’s press release is a distortion 
of the truth, because it was worded to 
imply the patent is on the overall 
concept of electronic darts which is 
clearly not the case. Arachnid’s patent 
covers a specific dart board 
construction and includes no 
electronics.” 

Arachnid’s press release also 
noted, “Arachnid also plans to bring 
Nomac (another electronic dart 
manufacturer in Algonquin, Illinois) to 
trial for its patent infringement claims 
as soon as possible to obtain the same 
relief and to file patent infringement 
lawsuits against all distributors selling 
the infringing games.” 


Nomac’s president Fred Kelley 
said, “Arachnid has no grounds to win 
a patent infringement suit against us. 
They use lawsuits as part of its 
marketing plan to deter free 
enterprising competition. Nomac 
went to great lengths to make sure its 
dart game didn't infringe on anyone’s 
patent.” 

Arachnid’s president Paul Beall 
could not be reached for comment. 
However, Arachnid's Tillery added, 
“At last Arachnid has been vindicated. 
The bottom line to all this is that 
we won.” e 
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Lloyd stresses need 
to stop copies 


The General System Preferences 
(GSP) Subcommittee met on June 24 in 
Washington, D.C., concerning the pref- 
erential treatment given certain coun- 
tries exporting into the United States. 
The major concern of the coin- 
operated amusement industry is the 
proliferation of illegal copies of video 
game boards being sent to the United 
States from Korea under preferential 
tariff treatment. With preferential 
treatment, Korea can import into the 
United States at little cost. 

Korea is a prime source of counter- 
feit boards and members of the coin- 
op industry testified before the com- 
mittee they want it to be stopped. 

Bob Lloyd, president of Data East 
and the American Amusement 
Machine Association (AAMA), said 
that there are no legal video game 
manufacturers in Korea, so no game 
boards should come from that country. 
Lloyd noted that the Korean Traders 
Association is anxious to work with 
AAMA. “They recognize that there is a 
problem,” said Lloyd. “There are some 
legitimate manufacturers of other 
electronics who would be penalized if 
no electronic boards could be 
exported to the US. from Korea. 
However, there isno way to distinquish 
legitimate boards from illegal ones. 
Our attitude is that ifyou can't tell, send 
them all back.” 

Lloyd submitted a statement to the 
committee in which he stated, “The 
association has been forced to take an 
aggressive position with respect to the 
criminal prosecution of counterfeiters 
of video games...necessitated by the 
growning influx of counterfeit games 
into the U.S. and resultant economic 
difficulties..and the loss of over $400 
million in industry sales to these 
criminal counterfeiters...” 

Lloyd pointed out that industry 
sources and the FBI have determined 
that Korea is becoming the major 
source of the counterfeit video game 
boards, and the proliferation of these 
boards has reached epidemic pro- 
portions. Lloyd continued to say that 
the current economic trends have 
reduced the industry's ability to 
absord legitimate games, let alone 
the influx of counterfeits. Lloyd said, “It 
is estimated that illegally counter- 
feited games account for one half of 
all video games currently in 
operation.” 

Lloyd summed up that he sincerely 
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hoped that the committee would work 
with customs to thwart the invasion of 
illegal copies and lift the preferential 
treatment given Korea in importing 
copied games. e 


Japan revises 
copyright laws 


The copyright law in Japan has 
been partially revised to include com- 
puter programs as literary works 
covered under the copyright laws. The 
bill was established on June 7, 1985, 
and will take effect in January 1986. 

Masaya Nakamura, president of 
Namco and chairman of the Japan 
Amusement Machinery Manufac- 
turers Association (JAMMA) spoke on 
behalf of the industry at a May 30 
House of Councilors meeting. 
Nakamura said at that meeting, 
“Although those engaged in amuse- 
ment business have made strenuous 
efforts to improve the copyright law, 
contributing a great deal to improve- 
ment of business, only the deed of bad 
fellows has been stressed, and our 
business has been subjected to strict 
controls.” 

In Japan's current copyright law, 
the copyrights of literary works are 
protected both civilly and criminally. 
However, computer programs have 
not been included in these literary 
works. As a result of litigation against 
copiers by manufacturers of video 
games, judgements have been 
passed to the effect that, although not 
specifically covered under copyright 
law, computer programs are literary 
works to be protected. 

The new copyright law defined a 
computer program and made it an 
example of literary works. According 
to Nakamura the move towards revi- 
sion started by several judgements 
won by amusement game manufac- 
turers. However, Nakamura said, “The 
revison of the law has been 
demanded for many years, finally 
leading to the current decison to 
revise it. Despite this, I’m dissatisfied 
with the fact that there are exceptions. 
I'm doubtful that due considerations 
were given to the treatment of video 
games which use a computer pro- 
gram for CRT display.” 

His doubts stem from an issue 
brought forth by the Ministry of Inter- 
national Trade and Industry (MITI) 
which claimed that once computer 
programs are provided for as literary 
works, not just the video game industry 
but the computer industry as a whole, 
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October 12 
Washington Amusement & Music 
Operators Association General 
Meeting/Election of Officers. Contact 
Yvonne Kline, 509/457-5891. 


October 31-November 2 
AMOA 1985 International Exposi- 
tion of Games and Music, Hyatt 
Regency Chicago, Chicago, Illinois. 
Contact AMOA, 111 East Wacker 
Drive, Chicago, Illinois 60601. 
Telehone 312/644-6610. 


To be announced (November) 
Music & Amusement Association, Inc. 
(NY) Annual Meeting & Election of 
Officers. Contact Ronald Koppel- 
man, 212/245-7550 


1986 
February 7-9 
Amusement Operators Expo (AOE), 
Mardi Gras weekend, New Orleans 
Sheraton Downtown, New Orleans, 
LA. Telephone 504/488-7003 for 
information. 


March 4-5 
International Gaming Business Expo- 
sition, Tropicana Hotel and Country 
Club, Las Vegas, Nevada, USA. Con- 


tact Conference Management Cor- 
poration, 17 Washington Street, P.O. 
Box 4990, Norwalk, Connecticut 
06856. Telephone: 203/852-0500. 
Telex 284997. 


March 7-9 
Amusement Showcase International, 
Expocentre, Chicago. Contact 
Glasgow-Erikson Inc., 7237 Lake 
Street, River Forest, Illinois 60305. 
Telephone 312/771-3290. 


International Shows 


October 10-135 
ENADA, Congress Building, Rome; 
Contact,SAPAR, Via di Villa Patrizi, 4 0- 
Cap 00161, Rome. Telephone 
84.41.505. 


October 29-30 
A.L. Preview, Novotel, Hammersmith, 
London. Contact Howard and 
Wikberg Associates, 27 Elizabeth 
Mews, London NW3. Telephone 01- 
faa 5173 


November 22-24 
Incomat ‘85, Messepalast, Vienna. 
Organizers: Verband der Munzauto- 
matenwirtschaft, 1200 Wien, 
Wallensteinstrabe 5, Austria. Phone 
0222 332187. 


will be greatly affected. MITI believes 
that computer programs are deeply 
related to industrial profit and unsuit- 
able for treatment under copyright 
laws. However, the Agency of Cultural 
Affairs (ACA) claimed that the revision 
would have provisions for this type of 
computer program. ° 


Monty Spiegel 
passes away 


On June 28, Monty Spiegel, active 
in the coin-operated amusement 
industry for many years, died at the 
age of 71. 

Born in Scranton, Pennsylvania, 
Monty was affiliated with B.D. Lazar 
company working in the Scranton and 
Philadelphia offices. He left B.D. Lazar 
to serve in World War II. 

After the war, Monty formed his 
own company, Harmony Music Com- 
pany, in Vineland, New Jersey, which 
he ran until his retirement in 1980. 

Bruce Shollenberger of Harmony 
Music said, “Monty was a true gentle- 
man and will be missed by his many 
friends in the area.” 

Monty is survived by his wife, Helen: 
two sons, Richard and Larry; a 
daughter, Lorraine Dutta; his mother, 
Fanny Spiegel; a brother, Edward; 
and two sisters. 

Donations to his memory may be 
made to Love a Little One, Box 253, 
Vineland, New Jersey; or the Ameri- 
can Heart Association, 2 High Street, 
Millville, New Jersey. e 


Nomac sponsors 
championships 


Nomac Ltd., manufacturer of Pub 
Time Darts, is sponsoring a $20,000 
Four State Championships for dart 
players from Minnesota, Wisconsin, 
Illinois, and Indiana. The tournament 
will take place in conjunction with the 
AMOA Expo in Chicago, November |- 
3. 

The competition is open to all 
players in the four states, after quali- 
fying at the local level. Operators may 
purchase qualifying kits which con- 
tain everything the operator will need 
to run four qualifying tournaments 
and a location championship, 
including the four qualifying certifi- 
cates which are awarded to the top 
teams. 

There is no limit to the number of 
kits an operator may purchase. There 
will be three categories of play at the 


$20,000 tournament—Men’s Doubles, 
Women’s Doubles, and Open Singles 
(open to both men and women)—and 
the operator may choose which cate- 
gory of play he would like to run in his 
location for each kit that he purchases. 
(For example, an operator may 
choose to buy just one kit and run 
qualifying tournaments for just one 
event, or he may purchase three or 
more kits and run qualifying tourna- 
ments for all three categories. ) 

Statistics will be kept during the 
local qualifying tournaments which 
will enable Nomac to divide the 
players into different skills levels at the 
$20,000 competition. There will be 
three levels of play in Men’‘s Doubles 
(“A” Flight, “B” Flight, and "C” Flight) 
and two skill levels in both Open 
Singles and Women’s Doubles ("A” 
Flight and “B” Flight). 

There will also be a Mixed Doubles 
category which will be open to all 
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players with no qualification neces- 
sary. There will be a $25 entry fee per 
player for the Mixed Doubles event. 
but there are no entry fees for the other 
categories of play. 

Nomac is also sponsoring a $50,000 
National Championships in spring 
1986 which will use the same type of 
qualifying format as this $20,000 four 
state tournament. A special bonus for 
the players who compete in the 
$20,000 tournament will be automatic 
qualification in the same category of 
play at the $50,000 National Cham- 
pionships. 

The $20,000 Four State Champion- 
ships will take place at the Ramada 
Hotel O'Hare in the Chicago suburb of 
Rosemont. Play will begin Friday 
evening and continue through Sun- 
day evening. All operators attending 
the AMOA Expo are invited to stop by 
the tournament and watch the action. 

For more information on the Pub 
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Time $20,000 Four State Champion- 
ships and other Pub Time promotions, 
contact Nomac Ltd., 901 Armstrong St., 
Algonquin, Illinois 60102. Telephone 
312/658-6166 or toll-free 800/323- 
0449, e 


Steve Walton 


John Barone 


Data East promotes 
Walton and Barone 


steve Walton has been promoted 
to vice president of sales and market- 
ing for Data East of Santa Clara, Cali- 
fornia. Walton was previously Data 
East's eastern sales manager based in 
Atlanta, Georgia. 

Walton will be responsible for all 
sales and marketing of Data East's 
coin-op division in Santa Clara, Cali- 
fornia. His background is in operat- 
ing and manufacturing. Steve and 
his family will be relocating to Cali- 
fornia. 

John Barone has been promoted to 
director of sales and marketing, 
reporting to Walton. Barone joined 
Data East earlier this year and pre- 
viously held various sales/marketing 
positions with Exidy. 

According to Bob Lloyd, president 
of Data East USA, “We have two very 
experienced coin-op professionals 
heading up our sales efforts. They both 
work well with our distributors and 
understand the operating business.” e 


Vend-A-Phone 
signs agreement 


Vend-A-Phone, Inc., Houston, Texas, 
a marketer of pay telephones and pay 
phone systems, has signed a five-year 
contract with Fiesta Mart, Inc. a 
southwestern supermarket chain, to 
install private pay telephones in 13 
Fiesta supermarkets in the metro- 
politan Houston area. The five-year 
agreement contains an automatic 
five-year renewal clause. 

Vend-A-Phone president Guy 
Oliver, a veteran Bell System pay 
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phone repairman, installer, and main- 
tenance executive, said, “No invest- 
ment is required by Fiesta Mart. Vend- 
A-Phone will supply, install, maintain, 
and retain ownership of the equip- 
ment. Fiesta, as provider of the pay 
phone locations, will be paid over 20 
percent commission compared to 4 to 
10 percent allocated by Bell.” The 
replacement of Bell Telephone equip- 
ment with Vend-A-Phone units is 
expected to at least double Fiesta’s 
pay phone revenues. 

Installation has been completed at 
the first of the 13 Fiesta stores, where, 
according to Oliver, the transition has 
been smooth, with operations and 
revenues meeting expectations. 

The Fiesta Mart contract is a result 
of last summer's FCC ruling allowing 
private pay phone ownership, giving 
states the right to establish rules and 
rates governing the operation of non- 
Bell equipment. 

Vend-A-Phone also has signed 
agreements with the Kroger Co., the 
nation’s second largest food chain, 
and Gulf Oil Corp. The company is 
currently negotiating similar agree- 
ments with over a dozen other Houston 
area firms. e 


Soccer players set 
Guinness records 


John Morgan, a table soccer player 
from Salt Lake City, Utah, blasted a pull 
kick shot through an electronic gauge, 
Dynameter, at the speed of 28.2 miles 
per hour, setting the record for the 


fastest shot for the 1985 edition of the 
Guinness Book of World Records. 

Translating 28.2 miles per hour to 
496 inches per second, on a standard 
soccer table, the defensive player 
would only have one-hundredth of a 
second to react to a shot coming at 
him at that speed. 

The competition to determine the 
fastest shot, and other contests for 
Guinness records, was held in con- 
junction with the Dynamo $5,000 Salt 
Lake City Open July 5-7 at Madrid's 
Billiard on ten Dynamo soccer tables 
provided by Mountain Coin Machine 
Distributing in Salt Lake. 

To determine who would be listed 
in the Guinness book as the best 
forward and best goalie for 1985, 
statistics were kept on the players 
competing in the Open Doubles 
event. Current world champion Tony 
Bacon won the best overall forward 
stats by completing an average of 62 
percent of his passes from his left hand 
to his right hand, and by scoring 49 
percent of his shots. 

Past world champion Mike Bowers 
took the honors for best goalie. He 
blocked an amazing 77 percent of his 
opponents shots and eithercleared or 
scored the ball from the back 69 per- 
cent of the times he possessed it. 

The table soccer statistics will be 
listed in the Guinness Book of World 
Records for the first time this year, due 
to efforts of Walter Day, Twin Galaxies 
scoreboard, who has been respon- 
sible for listing the top video game 
record holders in the Guinness book 
during the last two years. 
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Bacon (right) was named Best Forward for the Guinness Book of World Records. 
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The all-time leading money- 
winner, Doug Furry from Minnesota, 
will also be listed by Guinness. Furry’s 
ability on the soccer table has earned 
him over $125,000 during a ten-year 
career. ® 


Indiana State Champs 
of English Mark Darts 


The first annual Indiana State 
Open of English Mark Darts was held 
July 20-21 in South Bend, Illinois. Co- 
sponsored by The Boat Club and 
Taylor Enterprises, this event drew 169 
entries for the five events. Over $2,000 
in cash and prizes were awarded. 
Teams representing Indiana, Illinois, 
and Michigan participated. 

Bernie Roney and Cathy Fisk, both 
of South Bend, took first in Mixed 
Doubles. Tom Pace and Polly Smith of 
Rockford, Illinois, second, and third 
went to Dan Saros and Barb Coates, 
South Bend, Indiana. 

Tom Pace and Wally Meredity of 
Rockford won the Men’‘s Doubles. Bob 
Bonk and John Mitchell of South Bend 
came in second, and third was Tom 
Gober of Cary, Illinois, and Jerry 
Wilkerson from Crystal Lake, Illinois. 

Tom Gober of Gary, Illinois hit a 6- 
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Cathy Fisk and Bernie Roney, Mixed Doubles champs. 


dart-out and won in Men’s Singles. 
Rockford’s Mark Sherwood came in 
second, and Wally Meredity was third. 
Chris Hamel and Sandra Henry of 
south Bend took first place out of the 11 
Women’s Doubles teams, Judy Gish 
and Cathy Fisk, also of South Bend, 
took second, and Rockford’s Nadean 
Rocha and Kathy Smith were third. 
Kathy Smith of Rockford won the 
Women’s Singles, Cathy Fish of South 
Bend was second, and Rockford’s 
Millie Smith took third. e 


Traeger promoted 
at Atari 


Shane Breaks, Atari Games Corpo- 
ration’s senior vice president, 
announced that Don Traeger will 
assume the responsibility of western 
regional sales representative effective 
August 1, 1985. 

Traeger, who came to Atari after 
receiving his MBA from the University 
of Southern California, in 1982, has 
been working in market research, 
product development, and product 
management. 

In addition to his responsibilities as 
western regional sales representative, 
he will continue to function in the area 
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Don Traeger 


of product management in a limited 
capacity. ® 


Status expects 
gains for 1985 


Status Game Corporation, designer, 
manufacturer, and operator of amuse- 
coin-operated electronic video 
games, expects to report sales of more 
than $5 million and net income of at 
least $250,000 or 10 cents per share 
for the year ended May 31, 1985. 


The company had sales of 
$1,538,395 and sustained a net loss of 
$355,196 or 15 cents per share for fiscal 
1984. 


“The rapid, continual expansion of 
our amusement and gaming machine 
routes and the national popularity of 
our Triv Quiz game produced the 
strong results in fiscal 1985 and set the 
foundation for further growth this 
year,” Irving Yaffa, president, said. 


“The expansion of Triv Quiz into 
foreign markets and the introduction 
of appealing, imaginative new 
amusement and gaming machines 
Should produce sales approaching 
$10 million and net income of about 
$750,000 or 33 cents per share this 
year,” he added. 

The corporation has also an- 
nounced plans to move into the United 
Kingdom as Status Game UK Ltd. 
According to company Officials, the 
move into the UK was because of large 
contracts abtained to operate on a 
national basis. The company’s London 
address is 284A Oxford Road, 
Gomersal Cleckheaton, West York- 
shire. e 
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Sega, Atari, Bally Sente 
host open houses 


Atari and Bally Sente followed 
sega’s lead and planned distributor 
open houses at the end of July. 

Sega planned an open house for 
distributors to celebrate its new head- 
quarters and new game. Atari and 
Bally Sente, knowing distributors have 
tightened financial belts, collabo- 
rated and planned to host similar 
events in conjunction with Sega's time 
schedule. 

“When they found out about Sega's 


meeting,” claimed Sente’s Bernie 
Powers, “I received several calls from 
distributors asking us to plan some- 
thing also. I think there were more dis- 
tributors at all of our open houses than 
there would have been for one alone.” 

Shane Breaks of Atari agreed, 
“Most distributors have a long journey 
coming to California. I think it was 
beneficial to them for the factories to 
make it worth the trip. I believe some 
distributors may not have made the 


Reviewing game play of Bally Sente’s new Gimme A Break are (from left) Bill Kraft, 
Shaffer Distributing; Bob Lundquist Bally Sente; Steve Shaffer, 
Shaffer Distributing; and Bernie Powers, Bally Sente. 


Lamar Forque, Music Vend, tries out Sega’s new game Hang-On as Gene Lipkin, 
president of Sega (left); Tom Petit, Sega; and Jerry Marcus, 
Atlas Distributing; look on. 
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Nolan Bushnell, Bally Sente (left), shares a 
story with Bally Advance’s Ron Carrara. 


trip for only one factory meeting.” 

Said Dave Gilfor of Active Amuse- 
ment Distributors of Philadelphia, 
Pennsylvania, “I think it made a lot of 
sense for the factories to plan it like this. 
With the factories so close, distributors 
can get a lot accomplished in one 
trip.” 

Sega planned its event around its 
newest introduction, Hang-On, a 
realistic motorcycle riding game. Said 
Gilfor, “Sega has some great product 
and I think Hang-On will do very well. 
It may be the next Pole Position.” 

Sega president, Gene Lipkin, 
talked to distributors about Sega's 
future, stressing the quality of products 
it plans to introduce. 

Atari hosted a dinner and open 
house around its latest for its System 1 
Indiana Jones and the Temple of 
Doom. “Our products are still going 
strong,” said Breaks on the System I 
with first offering, Marble Madness. 
“Distributors were very receptive and 
are more optimistic about the indus- 
try.” 

Bally Sente offered distributors the 
opportunity to review the 13 games 
currently in the Sente library of games 
and to preview what's in the future. 
Gimme A Breakand Team Hat Trick, a 
four player version of the popular Hat 
Trick were presented. “There was a lot 
of enthusiasm for the new games,” 
said Powers. ® 
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President Minoru Arakawa is all smiles over the enthusiasm Distributors were all ears as they listened about and examined 
of Nintendo’s distributors. Nintendo’s latest kits. 


Claiming that remotivating the schools Nintendo began in New York of game systems, and plans to have 
industry is the key to a successful have beenso successful that plans are sold between 80,000 and 100,000 units 
future, Nintendo gathered its distribu- underway to conduct training school by the end of the year. Saying that 
tors in Redmond, Washington, August programs throughout the country. introducing new and exciting kits for 
6, to outline Nintendo’s plans and Speakers are broughtinwiththefocus its system will further this goal, 
goals. Nintendo’s Frank Ballouz told on the sales ability and aggressive- Nintendo stessed its dependency on 
distributors, “The key to rebuilding ness, Nintendo stresses is vital for a_ its distributors. Nintendo’s national 


the industry, and making successful flourishing industry. sales manager, Bill Cravens, echoed 
distributors is sales ability and Assisting and training distributors the need for agressive distributors. 
aggressiveness.” to be successful, ties in nicely with “July was the company’s best month 
He went on to say that training Nintendo’s goal of becoming the IBM _ this year and the sales schools have 
os MS i ys i Oye 77 v* 
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Nintendo president Minoru Arakawa (left) must find it difficult Nintendo’s Bill Cravens (right), noted for surprises, gives 
to say no, when salesman Brian Duke asks for a raise Atlas’s Ed Pelligrini a surprise birthday cake. The biggest 
during the successful meeting. surprise was that the cake didn’t end up on someone’s face! 
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Betson’s Jerry Gordon shows off trophy for top honors in tennis, 
while Atlas’s Jerry Marcus enjoys his shrimp cocktail. 


made a summer monthagreat month. 
We need the strength of a solid sales 
organization with the distributor 
network and aggressive regional 
managers.” 


Said Ballouz, alleviating the fear 
distributors have of factories by- 
passing them, “Nintendo plans to stay 
with its distributor base and has no 
plans for direct sales.” 


He went on to say, “We will also 
create a new consumer division to 
further create demand for Nintendo 
products. Our commercial division is 
still our number one interest.” 


Ballouz’s comments refer to an 
announcement that Nintendo will 
begin in September to offer to the US 
market its Nintendo Entertainment 


Pioneer Distributing’s Joel Kleinman (plaid shirt) is happy over 
the new kits for Nintendo’s VS. system. Nintendo’s Frank 
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System which was previewed at the 
June 2 Chicago Consumer Elec- 
tronics Show. Nintendo was quoted in 
a Japanese publication, “Because of 
the deep seated popularity of the 
Japanese version, the home system 
will be available in the US by 
September. Nintendo recognizes the 
Nintendo Entertainment System as an 
innovative product going beyond the 
concept of home video games.” 
Cravens outlined Nintendo’s plans 
to make inroads into the convenience 
store and restaurant chain markets 
through advertising and promotion. 
“These are large markets and we have 
already initiated our program with 
Pizza Hut,” said Cravens. “To further 
the program, we recognized the 
disadvantage of having a realistic 


Ballouz (coat and tie) is happy over the size of Kleinman’s order. 
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Distributors examine MACH Rider, Nintendo’s latest kit for 
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the VS. System. 


black gun attached to our games in 
robbery conscious locations, so we 
will offer an optional red pistol on our 
Hogan’s Alley and Duck Hunt 
games.” 

Distributors, once finished with 
business, were treated to an array of 
activities enjoyed by all. From salmon 
fishing to golf to tennis, Nintendo gave 
distributors a chance to have fun while 
discussing the industry with peers. 
“It’s what everyone needs once in 
awhile,” noted Cravens. “Nintendo 
has faith in this industry’s future and 
we want to instill that faith in our 
distributors. This weekend of business 
and fun is one of the best ways to meet 
with our distributors to thank them for 
the good job they are doing for Nin- 
tendo.” @ 
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Rubin Franco, Franco Distributing, happy with his trophy for 
most unusual fish, smiles at wife Phyllis who won the prize 
for best shopper! 
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MERIT INDUSTRIES CHARTS 
DESTINY IN ADULT MARKET 


In the mid seventies, when arcades 
and video games were just beginning 
to dominate the market, Merit 
Industries recognized a need for adult 
entertainment and aimed in that 
direction. It may not have seemed 
such a good idea at a time when all 
indications seemed clear that video 
was on its way up. But nearly ten years 
later the wisdom of that decision is 
evident. 

Said president Peter Feuer, “I 
learned quickly what I could do and 
what I couldn’t do. I didn’t want to 
compete with the manufacturing 
giants of video games. In the mid 70’s, I 
identified the area of adult entertain- 
ment which was largely being ignored 
and decided to focus our production 
and marketing in this field. In the adult 
market we could bea big fish in a small 
pond.” 

Feuer also pointed out that adult 
themed products had a longevity not 
seen in video games. “With video 
games, no matter how popular, they 
were in and out in several months,” 
observed Feuer. “With a small 
company I couldn’t spit out new 
games every three months. We were 
in tune with what our customer 
needed—a game with stable earning 
capacity—and we gave it to them.” 

And Merit is still focusing on the 
adult market that proved so lucretive 
for the small company, and are still in 
tune with what customers want. Merit 
has grown and is now one of the most 
successful companies in the coin-op 
industry. 

Not deviating from his goal of 
providing the adult market with the 
best games possible, Feuer said he 
recognized the potential of a trivia 
game which is largely geared to adult 
locations. “Still focusing on the adult 
market, we saw the opportunity to 
offer a trivia game,” said Feuer. “We 
have taken great pride in offering a 
well engineered product with updates 
available. These games will be on 


location for years. We have developed 
our niche in this industry and have 
made a strong commitment to it.” 

Merit Industries began in 1977, as 
the dream of Peter Feuer. His back- 
ground included computer engineer- 
ing and experience with remote 
control wall games, perhaps leading 
the way for his interest and devotion 
to adult games. 

Explaining that Merit went through 
the growing pains common to new 
companies, Feuer said, “Some of our 
early products were very unusual. We 
once accepted acontract froma chain 
of hair cutting shops to produce a hair 
eating machine. The idea was to keep 
children entertained while cutting 
their hair. When a child dropped hair 
clippings into the machine, a small toy 
popped out. We were actually quite 
happy when that contract expired!” 


Merit’s climb to unequivocal 
success came with its adult oriented 
card games. The success with these 
games proved Feuer’s theory that the 
solid adult market was ready to be 
tapped. “The introduction of the 
Jacks or Better and Sweet Shawnee 
games confirmed my feelings on the 
adult market,” said Feuer. “Today 
they are still earning money.” 


When Merit introduced its line of 
video card games, the company’s 
sales escalated. The demands of 
growth made it necessary to move 
into larger facilities. In early 1984 Merit 
moved to a45,000 square foot facility 
in Bensalem, Pennsylvania. However, 
Feuer claims that the company is 
already outgrowing the new facilities. 


Merit recently introduced an 
electronic dart game, Bull Buster 
Darts. “Again, electronic darts are 
aiming at the adult market. With tour- 
naments and league programs, darts 
are becoming very popular,” said 
Feuer. 

Bragging of Merit’s responsible 
marketing attitude, Feuer said, “Too 


many people in this industry are 
victimized by companies that are 
great on promotion but short on 
production and service. Our products 
are always built to be top of the line. 
We use only top grade materials, best 
construction standards, and quality 
components. We have never skimped 
to make a cheaper product.” 

But the key to it all according to 
Feuer is understanding the customer. 
“The key to our phenomenal growth is 
in listening to our customers, the 
operators. Contrary to what many 
believe, the operator controls this 
industry. He won’t have equipment 
shoved down his throat anymore, or 
believe empty promises. Operators 
have been through the glory days and 
manufacturers can’t sell fluff any- 
more.” 

The fire behind the sales directives 
is Mort Ansky. Ansky was instrumen- 
tal in setting up Merit’s distributor 
network. “We select top line distribu- 
tors that support and service their 
area operators,” Ansky noted. “Instead 
of selling to anyone, we prefer to 
concentrate on developing a strong 
manufacturer/distributor relationship 
that lasts.” 

Agreeing with Feuer on the impor- 
tance of communication, Ansky said, 
“The key to this industry is constant 
communication with customers and 
maintaining an awareness of their 
needs. If a product needs enhance- 
ment or improving, a company must 
be prepared to do it.” 

Explaining that his Philosophy 
holds today and will be the same 20 
years from now, Feuer noted,“It is 
satisfying to be successful, but it was 
never material to us to be better or 
worse than anyone else. We evaluated 
information and made decisions and 
then made those decisions work. We 
did a good job of charting our destiny, 
and we will continue to offer our 
customers the best we have to 
offer.” ® 
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VIEWPOINT: Manufacturer 


As the middleman between the operator and the manufacturer, the distributor 
has had his role questioned, even challenged, in recent years. With that in mind, 
why do you think the distributor is still an essential part of the coin-op amusement 


industry today? 
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“The distributor is very neces- 
sary for the manufacturer. They 
are the manufacturer’s sales arm. 
If we’ve got 50 or 60 distributors, 
and they each have three sales- 
men, you can multiply our sales 
force out there by that number. 
So, instead of having just one 
or two salesmen at the manu- 
facturing level, you can have 
150 or 200 salesmen out there 


representing you. 

“Distributors also serve as the go-between for the 
manufacturers and the operators from a financial point 
of view. They are carrying the operator or helping him 
get financing. So they’re a necessary part of the coin-op 
business. The successful distributors have changed with 
the industry. The ones that are not successful have 
stayed with the old tactics of taking orders and just 
waiting for a customer to walk in. Your lazy distributors 
don’t encourage that direct interfacing with the operator 
on an one-to-one basis.” 

—Pete Kauffman 
Exidy, Inc. 
Sunnyvale, California 


“The distributor is an impera- 
tive part of the industry. He is still 
the banking. He is still, in this 
great geographical country, the 
only way to cover this huge coun- 
try systematically. He knows his 
local area. He knows his people 
face-to-face. He offers parts, 
delivery, service, and financing. 
To all those local operators who 
need that liaison with the factory, 
he’s their paid disciple whose job it is to visit the factories 
and then inform them on what’s coming. All those small 
town operators, good businessmen that they are, can’t 
jump on planes and communicate with factories. And 
they can’t do local financing with a faraway factory.” 

—Shane Breaks 
Atari, Inc. 
Sunnyvale, California 


“We believe in the role of the distributor primarily 
because he handles many of the details in both servicing 
and sales which the factory would be totally inadequate 
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to handle themselves. 

“Actually,though, there seems to be much less of a 
distinct role for the distributor. At one time, distributors 
did just that. Today, almost through default, many dis- 
tributors have become operators. They have begun to 
inherit or take back routes from operators who were 
unable to pay their bills. So! think we’re finding more and 
more distributors in the operating business, whether 
they want to be there or not. 

“And we’re also seeing some distributors in the 
manufacturing end as well. We'll see even more of this 
crossover in the future. In fact, it wouldn’t surprise me if 
we see operators getting into the manufacturing end and 
actually start producing some product.” 

-——Bob Lundquist 
Bally Sente 
Sunnyvale, California 


Be a “When you look at what we’ve 

~ done in the last two months here 
at Konami, paring down our dis- 
tribution, it should be obvious 
we believe there’s a role there. 
We were selling to 120 different 
people out there that we called 
our distributors. Now we have 
approximately 52 offices. This 
should show we believe there’s a 
need for distribution. That paring 
down should show we want to work with distributors in 
getting our product out there. Our realignment was not 
in terms of adding distributors but in paring that number 
down to those who we feel are the right distributors for 
us. 

“Like everyone else, we’re looking for them to give 
us the feedback every factory needs. We need to be 
guided. We need to be told when something isn’t right. 
We do our homework in respect to bringing games into 
the marketplace. What we need to know from the dis- 
tributors is if we’re going in the right direction. Is this 
what their operator base is calling out for? 

“There’s an awful lot of conversation about people 
going direct, but the people who talk like that are the 
same people who are having a tough time moving pro- 
duct. Primarily, you’ll find that the people who are going 
direct are the guys who are working off someone else’s 
distress. By that, I mean, for example, if someone were to 
bring a game into the marketplace that didn’t earn and 
he’s committed to that product, he would be in a position 
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where he would sell it at a loss to a jobber who sells it 
below cost. But we don’t want to do things like that. We 
want only to bring viable product to the marketplace. 

“Sometimes, I’ve got to tell you, it’s alittle difficult to 
analyze because the factories who sell kits have their 
moments when they work with guys who aren’t in dis- 
tribution. Obviously, a lot of it has to do with the type of 
game you’re selling and the kind of posture your com- 
pany wants to take. 

“As for Konami, we feel very strongly there’s a need 
for distribution. The distributor feels the needs of his 
particular marketplace. And with the fast pace of tech- 
nological changes, the distributor has a role in educating 
the operator. And certainly he has to finance him as 
well.” 

—Steve Kauffman 
Konami 
Elk Grove, Illinois 


“The distributor today, in 
many ways, performs the same 
duties and responsibilities he did 
years ago, that is, supplying ser- 
vice and parts for the operator. 
Many distributors are also opera- 
tors; so they’re getting firsthand 
knowledge of testing equipment. 
And there’s the financing, of 
course, though some today are 
limited due to their financial 


strength. 
“If | were an operator myself, though, I would never 
buy a piece of equipment. I would go into my distributor. 
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Hopefully, he would know my route; and I would tell him I 
need games for X, Y, and Z locations. AndI would let him 
tell me which games I should purchase. And the first time 
he makes a mistake, ‘Hey! No problem. We all make 
mistakes.’ The second time, however...You see, I would 
put the onus on the distributor’s back to sell me only 
good equipment. I would make that distributor make 
that decision for me; and, if he sells me inferior product 
two or three times, I would probably move on to another 
distributor because there’s no excuse for selling an 
operator a poor piece of equipment today. 

“That would place the responsibility on the factories 
because neither the operator nor the distributor should 
be buying inferior product today. And we as a factory 
have the responsibility not to try to jam inferior product 
down everyone’s throats. So the distributor has a very 
important role today. 

“Here we are, one factory that everyone says is 
going direct, that we’re going to do this and we’re going 
to do that. It would be very easy for Nintendo to go 
direct; but, mark my words, that’s nowhere near dis- 
cussed as a future plan. I’ve told our distributors, ‘If you 
guys continue to support us and continue to represent us 
in the eyes of the operators by getting our product out 
there in front of them, we don’t want to become distribu- 
tors. How are we going to collect money from clear 
across the country when a distributor who lives in that 
town has his own difficulties collecting that money? We 
don’t want to have 10,000 receivables. Also, we’ve had 
the opportunity to take over routes, but we don’t want to 
be operators. We’re a factory, and that’s the way we’re 
going to handle it. 

“Tf, however, there’s no viable distributor in a given 
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area, for one reason or another, we'll sell our product 
there one way or another. But we don’t want to become a 
distributor when there’s a distributor who lives there in 
that town and who has done business with the operators 
there for years.” 


—Frank Ballouz 
Nintendo Corp. 
Redmond, Washington 


“The distributor plays a very 
important role that we could not 
function without. He takes care of 
a specific market in a way that 
would be virtually impossible for a 
manufacturer to duplicate. Take, 
for example, a distributor who has 
four or five salesmen on the road 
covering a specific geographic 
area. In order for us to get the 
same type of coverage, we would 
have to aoplcate their sales efforts, which means adding 
extensive overhead and expenses at the manufacturing 
level. 

“Additionally, distributors also serve a vital function 
in the service end for turnaround and quick repairs so 
that a machine is not down for any length of time. If it 
happens to be on a board or if it happens to be a small 
part, distributors have most vital small parts on stock. 
It’s important for an operator to be able to walk into a 
service department, get his board repaired, or pick up a 
part within the same day so that equipment doesn’t stay 
down. 

“The distributor also serves the same purpose he’s 
done for many years in assisting many of the smaller 
operators, not necessarily the larger guys, in arranging 
for financing or doing their own financing themselves. 

“The role of the distributor has changed, but it’s 
changed because of the structure of the industry. Dis- 
tributors used to take a much stronger inventory posi- 
tion than they do now. Today they are more conserva- 
tive because their customers are more conservative. 
That, in turn, makes the factories more conservative. 
The distributor is looking at his business a lot different 
than he did ten years ago inasmuch as he can get product 
from any manufacturer when ten years ago it used to be 
much more exclusive. There would be three distributors 
in town, and each distributor would represent one of the 
three major pin lines at that time, Gottlieb, Williams, or 
Bally. Today that’s changed because, in many cases 
there are no longer three distributors in a city. There are 
fewer distributors, and therefore they carry a multiple of 
lines. It’s because of that multiple of lines that they’re not 
in the position to carry the inventory they once did.” 

—Gil Pollock 
Premier Technology 
Chicago, Illinois 


“The distributor plays a vital role in the industry 
today, especially with out product. Pinballs and shuffle 
alleys physically lend themselves to distribution. A 
pinball, for instance, needs to be financed. It needs to be 
serviced. It needs to be sold. And it needs to be ware- 
housed. Those are the four classic functions of the dis- 
tributor. And, with pinball, it’s much more important 
than with other products that there be a distributor. 
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“One of the reasons this whole discussion arises 
relative to going direct is because of the product and the 
ease of the product. If you’re talking conversion kits or 
even if you’re talking about the video game where the 
electronics are reliable and the product less expensive, 
it’s easier to think about going direct. But, as I said, the 
electromechanical nature of pinball is such that there’s 
not much profit at the distributing or manufacturing 
levels. 

“What I mean is, possibly, some manufacturers of 
other equipment consider going direct, thinking they can 
preserve the large distributor’s margin. And you might 
even find a certain legitimacy in that thinking if, in fact, 
the manufacturers were passing on those savings of the 
middleman to the operator. But I really question if that’s 
the motive.” 

—Joe Dillon 
Williams Electronics 
Chicago, Illinois 
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“The distributor is essential 
because he plays so many roles. 
He’s the advisor to the operator, 
financier, nerve center, andis able 
to charge a reasonable fee for his 
services. An operator can bring 
in his games and get immediate 
*™ action. A distributor is more than 
DS just a representative for the man- 
ufacturer; he’s a buffer between 

nee the operator and the manufac- 
turer. Vou have a handful of large operators who are self- 
sufficient and maybe don’t require a distributor as much 
as the smaller operators. But the bulk of the industry is 
made up of these smaller operators, mom-and-pop orga- 
nizations. 

“The industry has changed tremendously, but the 
role of the distributor is actually going back to what it was 
five years ago, ten years ago. Three years ago, during the 
height of the video boom, the distributor became an 
order-taker. Today, we’re finally moving back in the right 
direction. 


—David Gilfor 
Active Amusement 
Philadelphia, Pennsylvania 


“It’s the same as it’s always 
™ been—support, service, parts, 
financing, advice, and a buffer 
between the manufacturer and 
the operator. The distributors, 
the honest ones, will push what’s 
good and buffer the operators 
™ away from what they shouldn’t 
© be buying. Sometimes operators 
“es need that direction; and, if the 
Se Sve “a distributor wasn’t there. the 
operator would never get onto the right things. 

“If anything, the role of the distributor has come 
back to where it should have been. During the boom 
years, all distributors unfortunately lost sight of the 
operator. Instead of being truthful and giving the kind of 
advice that they should have, they sold to anyone who 
walked in the door with money in hand. But operators 
weren't really listening at that time anyway. For instance, 
I begged some operators who got into business at that 
time to buy jukeboxes because they had the opportunity 
to get some jukebox spots. And they told me they didn’t 
want to get in the jukebox business because a jukebox 
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and a Ms. Pac-Man cost the same amount of money and 
a Ms.Pac-Man would make $250 a week and a jukebox 
only $80 a week. You could explain it to them until you 
were blue in the face, and it just wouldn’t do any good. 
The result is some of those people are no longer in the 
business, and the ones who are have gotten into the 
jukebox business and other more stable elements of the 
industry. 

“But, as for the health of today’s distributors, you'll 
see very few of the well-run independents are in trouble. 
We all took our licks, but we’re still here. It’s the 
corporate-run distributorships that are having the real 
problems. And that’s because the rationale there is 
different from that of an independent distributor. All 
they’re interested in is paying their overhead. The phi- 
losophy of a big corporation running distributorships has 
never worked in this industry, and it never will because of 
the role a distributor plays.” 

—Mark Singer 
Central Distributing 
Omaha, Nebraska 


“First of all, although the dis- 
tributor is a middleman, all the 
f ¥ negative connotations that termi- 
FY nology normally carries with it are 
| not appropriate. A middleman 
usually implies someone who 
somehow exacts his livelihood for 
performing an unessential func- 
tion. To the contrary, the coin 
machine distributor is essential 

S because he functions as a control 
valve on the marketplace, optimizing the profitability for 
both the manufacturer and operator. If this control valve 
had been working as well as it should have during the 
period from 1977-1982, we probably wouldn’t have had 
the disaster we had in the industry. If everybody had the 
benefit of 20/20 hindsight, many distributors would have 
said no to factory demands to move unreasonable 
amounts of product long ago. 

“IT don’t mean to imply distributors did not do their 
job. All of us were fooled by what the steady size of the 
market would end up being. If we had had perfect crystal 
balls, we would have realized that the steady size was 
about the same size as it always was in terms of viable 
locations and would have limited our sales accordingly. 

“Another function for the distributor is financing. I 
don’t think the cash flow required could ever be sup- 
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ported by quarter revenues alone. So that means the dis- 
tributor has to act asa financial buffer in addition to being 
a market buffer. 

“Now, as I’ve explained to some large operators, 
even though they have gotten large enough to justify 
large purchases direct from a factory, there exists a 
natural conflict in interest between operator and manu- 
facturer that requires some arbitration. The manufac- 
turer has a mandate to get the most return out of his 
R&D; therefore, he needs to sell as much of a good 
product as he can put on the streets. The operator, on 
the other hand, while having to bring good product to the 
streets, needs to operate it as long as he possibly can to 
maximize his return on investment. Between those two 
is an obvious conflict of interest, and it is the distributor 
who occupies that buffer zone, keeping the whole pro- 
gram healthy by representing the two conflicting 
interests. It’s a tricky business. 

“The distributor also plays an important facilitating 
role in selecting product for the market he serves. With- 
out a distributor, manufacturers with viable product 
might not get the attention they deserve. The net effect, if 
everybody deals directly with the manufacturer, would 
be stagnation. And we’ve seen some of that stagnation 
which comes about because of an in-breeding of ideas. 
You see, the distributor is the key to reflecting and dis- 
seminating not only new product but also concepts for 
new product.” 

—Ray Hibarger 
Hanson Distributing 
Bloomington, Minnesota 


“Without the distributor, where is the operator 
going to get service? Who finances the operator? The 
manufacturer is not going to do that. Without those two 
features right there, the operator is out of business. 

“TI can’t speak for other distributors, but I can tell 
you that around here the role of the distributor hasn’t 
changed. We’re still doing what we did for operators 
years ago. Service, financing—any help the operator 
needs.” 

—Harvey Weingarten 
Kentucky Coin 
Louisville, Kentucky 


“We have direct contact with 
f @ all the operators. There’s no way 
@eeee a Manufacturer could cover all the 
operators in the nation. It also 
works the opposite way. It’s the 
only way the operator can get in 
f touch with the manufacturer. 
“The role of the distributor 
hasn’t really changed except that 
it’s become even more important 
* to the operator today. The dis- 
tributors who were sasali jobbers and conduits for the 
whole nation have disappeared to a great extent. And, 
really, they did no more of a disservice to the industry 
than the operator who sold to locations or the manufac- 
turer who went out and dumped equipment. 

“The distributor plays many different, important 
roles today. For example, with the number of conver- 
sions out there now, the distributor is the one who takes 
all the risks. He has to buy a lot of mediocre kits and 
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keeps the operator from having to buy them. The dis- 
tributor also does a lot of conversion work that the 
operator is not capable of doing himself. A lot of the 
smaller operators do very sloppy conversions, and that’s 
because they don’t have the facilities or the time or the 
know-how. But we can turn out a first class conversion 
for them. 

“Then, of course, we still play a very important role 
in financing our customers. The manufacturer wouldn’t 
know who the customer is to extend credit to them or 
where that equipment is.” 

—Jerry Marcus 
Atlas Distributing 
Chicago, Illinois 


“The distributor performs services; and, if the dis- 
tributor continues those services, there’s a reason for his 
existence in the middle. We communicate information. 
We provide warranty service. We provide parts, we have 
the know-how to contribute to the operation of the busi- 
ness and to take trades again if we have a stable enough 
market. I think we’re seeing some of that coming back 
into the business. Those are the kinds of services a dis- 
tributor ought to offer. If he can’t, then he shouldn’t be in 
business. 

“As far as the challenge to the distributor’s role in 
the last few years, the industry rode a whirlwind. It expe- 
rienced enormous expansion, but we’ve experienced 
some very significant contraction since then. It’s terribly 
easy when everything seems to be going your way for the 
manufacturer and the operator to assume that the 
process of communication and distribution and service 


A SUZO STICK... 


isn’t as important as it once was. But, if anything, con- 
sidering the condition of the business today, the kinds of 
services—whether it’s product knowledge or financing 
or consulting or whatever—the distributor’s function 1s 
still important. Perhaps in the confusion of the enormous 
expansion, it seemed less necessary, but it’s even more 
important today. 

“There’s one element in the boom period that the 
manufacturer and the operator have conveniently for- 
gotten, and maybe some of them would like to forget it 
because of the financial problems that expansion 
caused; but the distributor performed a miracle for the 
manufacturer and the operator at a time when there was 
a very significant high interest coupled with a limited 
ability to borrow. The distributor, as middleman, 
provided the credit to pay the manufacturer promptly for 
the enormous amount of equipment; and, still, he 
managed in some way or another to sell it and provide 
the operator with the financing. That financing miracle 
was provided by the middleman, the distributor, and | 
don’t think there’s been any significant recognition of 
that. The operators, generally, did not have the credit to 
buy that stuff, and the manufacturers offered no 
additional credit. In fact, they shortened terms during 
that period, and they were paid faster.” 

—Steve Lieberman 
Liberman Enterprises 
Minneapolis, Minnesota 


“T don’t feel at all threatened by the operator-direct 
route. Obviously, there’s an economic threat there; but, 
in the long term, the industry needs the distributor. It’s a 
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professionally-demanded marketplace. And those who 
didn’t lose sight of their role are there, now that the dis- 
tributor’s role is even more pronounced. 

“The distributor is still a vehicle for the economics of 
the industry. I can’t tell you how many operators we’ve 
helped over the years with financing. Also, the distribu- 
tor continues to play an important role in the screening 
process. There’s less fervency for product when you 
don’t manufacture it. So we’re able to screen equipment, 
and that’s a big responsibility. It’s too easy to get caught 
up when someone says he’s got a winner. For that 
reason, there will always be a place in this industry for 
someone who has the ability not only to say yes but also 
no.” 

—KRon Gold 
Cleveland Coin 
Cleveland, Ohio 


“The role of the distributor 
today is to select the proper 
equipment for his operating cus- 
' tomers that will give the best 
return on investment, plus to ser- 
vice that equipment he sells. 
) Financing and used equipment 
are still a part of the distributor’s 
3 role today, but they’re not the 
- main role the distributor has to 

play today. The main role is pick- 
ing athe Habit equipment for the operator so he can remain 
healthy. That’s why the role of the distributor is even 
more critical today than it’s ever been before. Someone 
who sees all the equipment has to evaluate it.” 
—Charles Caplan 
Birmingham Vending 
Birmingham, Alabama 


“The function of a distributor is to supply the proper 
games or parts or kits for his particular area. A distribu- 
tor has to be able to encourage the operator to get the 
right equipment for his particular operation to make a 
profit. He has to stand behind the equipment with parts 
and service and, more essentially, has to worry about 
financing the items. All these are irreplaceable roles that 
neither a manufacturer nor anyone else can play. 

“A distributor knows his customers personally. He 
knows what their capabilitie are. He knows how far they 
can stretch out and still remain viable, and he can help 
them in a number of ways not only in the financing area 
but also in the technical and route areas as well. 

“For example, say an operator comes in who has a 
chance to get a location; but, in order to get it, he needs 
two or three or four machines. All too often he doesn’t 
really sit down and figure out what his total cost is, and 
what his return has to be from that particular location, 
and whether he needs new or used games or a com- 
bination of both, and what his return would be, or what is 
the past history on that particular spot. But the distribu- 
tor can sit down and work all that out with him and 
maybe tell him, ‘Hey, you really can’t afford to do this’ or 
‘You really should try it.’ And, if it looks like a question- 
able deal, we’ll suggest maybe up-front money or a better 
commission structure. That’s about as far as we can go 
with the operator. 

“You see, the role of the distributor has definitely 
changed from what it was two or three years ago. Then 
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we sold the operator whatever he wanted. Business was 

so good he could take care of it no matter what. That’s 

not the case today, and that makes the distributor even 
more essential today.” 

—Joel Kleiman 

Pioneer Sales & Service 

Menomonee Falls, Wisconsin 


“I don’t think the role of the 
distributor has changed a whole 
lot, as far as his traditional func- 
: tions over the last couple of years. 
In fact, it might have increased to 
some degree. Obviously, the role 
we provide is warehousing for 
various manufacturers, extending 
credit, providing service, stock- 
ing supplies of advance replace- 
ment boards, and parts, of course. 

“We provide a format for the display of the equip- 
ment, not only in terms of a showroom but also with the 
sales people out there marketing the equipment, explain- 
ing the various manufacturer programs. That’s a very, 
very important part of our business. 

“This business has traditionally been a two-step dis- 
tribution. In the vending industry, the choice you have is 
you can go with independent distribution or you can 
provide your own. No manufacturer has ever been 
successful without having one or the other. It’s just a 
matter of can he be more successful with an independent 
entrepreneurial distribution or by setting up his own? For 
a number of reasons, the manufacturer can’t do it as 
effectively and as efficiently as an independent. Manu- 
facturing without distribution would be analagous to dis- 
tributors trying to sell direct to locations. It just can’t 
work because of the numbers involved,the location of 
the equipment, the trade-in on the equipment, and so on. 
It just wouldn’t work. 


—Jon Brady 
Brady Distributing 
Charlotte, North Carolina 


“The role of the distributor 
today isn’t really any different 
from what it ever was. We’re still 
fe doing what we always did, and 
(Yee those who haven’t been filling that 

‘am role are leaving us in great num- 
bers. The distributor serves as a 
direct liaison between the manu- 
facturer and the operator, relaying 
the factories’ messages to the 
operators and, at the same time, 


providing service.” 


—Pete Entringer 
Audio Visual Amusement 
St. Louis, Missouri 


“The distributor takes about 99 and 44/100ths of the 
heat that would otherwise go directly from the operator 
to the manufacturer. The distributor is the sounding 
board of the industry. He gets the feedback from the 
operator. For that reason alone, you can’t remove him 
from the scene. The manufacturers haven’t demon- 
strated they have the ability to deal with operators 
directly or that they even want to deal with opertors 
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directly. For the most part, manufacturers are interested 
in manufacturing. They’re not interested in the follow-up 
work in our business, the myriad of little problems the 
distributor deals with. Some manufacturers may have 
gotten more involved in distributing, thinking solid state 
would lessen a lot of those problems, but that hasn’t 
turned out to be the case. Operator problems are as 
great as they ever were. 

“Now, financing may or may not be necessary. You 
get financing from a bank. One distributor may be more 
inclined than another, but I don’t think that’s the main 
need the distributor fills. The main need the distributor 
fills is something close to a hand-holding process. The 
operator needs someone who is local that he can talk to. I 
don’t think he can solve his problems by calling the 
manufacturer on the telephone on a day-to-day basis. He 
may get a few answers that way with a manufacturer’s 
toll-free number; but, on a day-to-day basis, he wants to 
have personal contact with other people, to share 
common problems on a one-on-one basis. That’s the 
main reason we're here. And that manifests itself in many 
different ways.” 

—Joe Westerhaus, Jr. 
Royal Distributing 
Cincinnati, Ohio 


“The distributor’s role hasn’t 
changed all that much. He still 
provides a variety of functions the 
manufacturer would like to pro- 
vide but can’t because he’s not in 
that location. One of them is, 
obviously, inventorying equip- 
ment so that when an operator 
needs it, he won't have that long 
delay in getting shipment from 
the manufacturer. 

“The second thing is parts and service. Since the 
distributor is in a given area, he has the personnel and the 
parts to help the operator on a variety of games, not only 
for the ones he’s presently selling but for past games, too. 
Distributors tend to maintain those stocks even longer 
than a manufacturer would. In many cases, manufac- 
turers will throw them away and say they’re no longer 
available, but distributors will keep those parts available 
for as long as they stay on his shelves. The other half of 
that is service help. We’ve got trained people, in some 
cases specialists, to fix equipment or give the operator 
advice over the phone. 

“Third, you’ve got the financing aspect. The dis- 
tributor, being local, knows the marketplace much 
better than any manufacturer ever could. He’s able to 
extend credit to people who, on a balance sheet, 
probably would not be deemed credit worthy by a 
manufacturer. And that’s because the distributor, having 
been doing business over a long period of time, has 
analyzed the operator’s credit worthiness on a different 
basis than off a balance sheet or a profit-and-loss state- 
ment. The result is oftentimes an operator is able to 
extract more credit from a distributor than he would get 
from an anonymous manufacturer who may be 1,000 or 
1,500 or 2,000 miles away. 

“Those are three advantages of a distributor that an 
operator would not be able to avail himself of if the dis- 
tributor were not in the marketplace. And there’s 
another one as well. And, although it’s intangible, it’s also 
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very important. The distributor is a storehouse and 
transfer point of information. You can almost look upon 
it as a sort of trading post from the old frontier days. It’s a 
place for guys to sit down and exchange ideas and swap 
stories. The distributor’s salesmen get to know what’s 
going on in the marketplace and, therefore, can be a 
valuable asset to the operator out in the field. It’s like 
being an independent insurance agent. We’re not 
pushing one particular brand. So a distributing salesman 
can be much more objective than a manufacturer’s sales- 
man on what equipment he thinks that operator will 
need. 

“In many cases, the distributor will even know what 
location the operator is talking about and what has been 
successful in there in the past. So there’s a lot of exper- 
tise, a lot of intangibles that go into the role of the dis- 
tributor. That’s how we can justify the difference in price 
between what we pay and what the operator pays for a 
piece of equipment. If you take those four elements 
away, if you’re just selling on a cash basis, if you don’t 
have a parts or service department, then it’s really tough 
to justify your price.” 

—Peter Betti 
Betson Pacific 
Los Angeles, California 


“For many years, operators have relied on distribu- 
tors for parts and equipment, and I don’t see any change 
in that in the future. Personally, I think the top people at 
Centuri were well aware of the fact that they were going 
to shut the doors. I believe they designed the Direct 
Connection type of situation only to unload their existing 
inventory on operators, as a last resort to get out of the 
business. 

“The people who have gone out of the business 
today have simply mismanaged their own finances. And 
don’t misunderstand me. Distributors all over the 
country are in trouble, and we’ve had our fair share of it. 
There were losses being taken on inventory, drastic 
losses all around the country; but now those losses have 
been taken, and we’re ready to go down the road again. 

“If the role of the distributor has changed, it’s 


changed very little. My personal relationship with opera- 
tors hasn’t changed all that much. The operators who 
have come into the business have changed, probably 
more so than | have, but our relationship is one where we 
need them and they need us. Those draw poker manu- 
facturers who deal on a direct basis to operators will stop 
soon because they realize that, with all the technology, in 
dealing with the operator, operators still need those 
boards repaired and replaced, and manufacturers are 
not set up for that.” 
—Dennis Rhodes 
Dennis Rhodes Enterprises 
Memphis, Tennessee 


“Our customers rely on us not just for equipment 
but also to help them with their problems, their parts and 
support. I know on a personal basis almost everybody 
here that we do business with, and they rely on me to 
guide them right on what to buy. They rely on me to be 
honest with them. 

“On trade-ins, what we can take on trade, we still 
take on trade, providing there’s a market for it. And they 
rely on me from the standpoint of getting them a fair price 
on good equipment. We have a good personal relation- 
ship with our operators, and that’s what it amounts to, 
really. Financing, as far as our total sales is concerned, 
probably accounts for no more than 10 or 15 percent of 
our Sales. So it simply comes down to our good relations 
with customers. 

“Today we’re able to give customers more direct 
contact because of the slowdown in sales. When things 
were going so strong, no distributor was able to do that. 
Things were going so fast that a lot of sales were made 
that shouldn’t have been made. It got out of hand. And 
the customers got to the point where they never asked, 
they demanded. Whenever we got any equipment in, it 
wasn't a matter of selling it, it was a matter of rationing it 
out, trying to keep everybody happy with 20 or 30 pieces 
of equipment.” 

—Phil Oldham 
Southwest Vending Sales 
Oklahoma City, Oklahoma 
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Poll Information 


The following are rankings of the top games in the coin-operated amusement industry. The 
games are ranked according to an index formulated from a regular survey of operators of coin- 
operated amusement equipment. Games not appearing on this poll either (1) did not generate a five 
percent response or (2) did not rank among the top 50 games in the country. The games are further 
identified by their general equipment classification type: Video, Pinball, and Novelty. The average 
index rating for all surveyed games for this individual survey was 82. 


Top Ten Games of September 15 Issue 


Index Index 
Game/Manufacturer Rating Game/Manufacturer Rating 
1. Commando/Data East.......... 206 6. Special Forces/Magic.......... 164 
2: 19EZ/ ROIS 3 eS ee OSs 203 7. Hogan’s Alley/Nintendo........ 135 
3. Paperboy/Atari................. 190 8. Kung Fu Master/Data East...... 134 
4. Buggy Challenge/Coin-It....... 184 9. Duck Hunt/Nintendo............. 122 
5. Demolition Derby/Bally Midway 183 10. Trivia Whiz/Merit................ 120 
Game/Manufacturer Sept.15 Sept.1 Aug.15 Aug.l Video Pinball Novelty 

1. Commando/Data East 206 155 197 271 @ 

2. 1942/Romstar 203 114 93 114 e 

3. Paperboy/ Atari 190 234 183 — * 

4, Buggy Challenge/Coin-lt 184 _ 170 — e 

5. Demolition Derby/Bally Midway 183 — 233 — 6 

6. Special Forces/Magic 164 102 — — ® 

7. Hogan's Alley/Nintendo 135 117 143 154 ® 

8. Kung Fu Master/Data East 134 125 140 131 ® 

9. Duck Hunt/Nintendo 122 140 133 116 ® 

10. Trivia Whiz/Merit 120 130 149 158 e 

11. Soy Hunter/Bally Midway 114 136 116 105 e 

11. Yie Ar Kung Fu/Konami 114 125 EY 112 ® 

11. Samurai/Magic 114 96 90 136 ® 

14. Pole Position II/Atari 113 84 95 87 © 

15. Karate Champ/Data East LT2 104 114 126 ® 

15. VS. Baseball/Nintendo LZ The 67 105 @ 

15. Chicago Cubs Triple Play/Premier 112 92 67 ah * 

18. Bomb Jack/Tehkan 110 78 65 64 ® 

19. Space Shuttle/Williams 106 87 116 117 ) 

20. Cheyenne/Exidy 99 130 109 88 ® 

21. Video Trivia/Greyhound 98 77 99 101 @ 

21. Triv Quiz/Status Games 98 aa 93 75 

23. Punch-Out!!/Nintendo 95 85 96 87 @ 

24. Spy Hunter/Bally Midway 94 60 77 VF. e 


NOTICE: The sole purpose of this survey is to determine ona regular basis the top performing games in the country. 
Any attempt to use the results of this survey for any other purpose is unauthorized, wrongful, and misleading. 
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Game/Manufacturer Sept.15 Sept.l1 Aug.15 Aug.l Video Pinball Novelty 
25. Return of the Jedi/Atari 93 54 66 52 e 
26. Pole Position/Atari 90 75 85 84 * 
27. English Mark Darts/Arachnid 89 39 52 59 e 
28. VS. Excitebike/Nintendo 86 100 89 110 € 
29. Black Pyramid/Bally Midway 83 86 73 46 
29. Eight Ball Deluxe/Bally Midway 83 53 67 74 
31. 10-Yard Fight ‘85/Memetron 82 — _ — 
32. Crossbow/Exidy 78 98 83 80 
32. X’s and O’s/Bally Midway 78 53 53 54 e 
34. Birdie King II/Coin-It 75 59 62 70 e 
34. Triple Strike/Williams 75 68 — 48 e 
36. Sorcerer/Williams 74 87 106 127 e 
37. The Empire Strikes Back/Atari 73 — — — € 
38. Galaga 3/Bally Midway 72 67 64 69 ® 
39. Dragon's Lair/Cinematronics 69 70 53 49 e 
40. Birdie King III/Coin-lIt 67 — — -— e 
41. Tag Team Wrestling/Data East 66 43 52 50 e 
41. Champion Baseball/Wico 66 76 58 49 e 
43. Kings of Steel/Bally Midway 65 76 61 40 e 
44. Road Fighter/Konami 64 40 69 105 ® 
44. Elevator Action/Taito 64 65 55 57 
44. Sharpshooter II/Game Plan 64 120 Sl 63 e 
44. VS. Golf/Nintendo 64 — 83 89 
48. Super Basketball/Konami 63 53 61 64 
49. VS. Tennis/Nintendo 60 53 — — 
49. Fireball/Bally Midway 60 — 68 81 
49. Jacks to Open/Gottlieb 60 58 64 71 
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VIEWPOINT: Operator 


As the middleman between the operator and the manufacturer, the distributor 
has had his role questioned, even challenged, in recent years. With that in mind, 
why do you think the distributor is still an essential part of the coin-op amusement 


industry today? 


“I feel the distributors try to control operators too 
much by charging exorbitant interest rates, sometimes 
more than four times what a bank charges. Of course, 
distributors know that a bank won’t touch operators in 
this industry any more, so they have operators over a 
barrell. 

“The distributors created a problem when they 
extended credit to too many people during the boom 
years. Many operators could not pay off their debts, and 
yes, the distributor was stuck but ‘it was his own fault. | 
resent paying through the nose now for something they 
did to themselves. 

“Distributors took too many machines that were 
not tested properly and told operators they were great. 
They shoved too many dogs down our throats knowing 
the games would never show a return on investment. 
The manufacturers and distributors have educated 
people to believe they know what’s best. They may give 
you a fair deal but then they have their hooks in you. 

“Distributors brag about service and warranties on 
games but I found that the only way to get a distributor to 
honor a warranty is to jump up and down and really make 
a scene. I would rather deal with the factory direct 
because they offer warranties. 

“Another serious problem with distributors is they 
try to sell every line, representing as many as 22 com- 
panies. Then they have all these games, and we know 
they aren’t all good, but the distributor must get rid of 
them. They also charge too much for games. If a game 
cost $1,000, I have to say it costs $3,000 considering the 
finance charges and other costs. Operators have to 
make enough back on a game to make it worth while. 

“I think distributors make their real living off the 
interest they charge and the 500 to 600 percent profit 
they make on parts. 

“If the operator does not make money, no one will. | 
think that eventually there will be none or very few dis- 
tributors.” 

—Fred Bolling 
Royal Vend 
Birmingham, Alabama 


“I feel that distributors are still essential because 
smaller operators usually can’t afford to hire service 
people so distributors fullfill that function. 

“Also since there are so many distributors, Opera- 
tors are able to shop around for the best price. Manufac- 
turers would just have a flat rate so you wouldn’t be able 
to get games cheaper. 
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“During the boom years there were a lot of distribu- 
tors and operators who were not aware of what this 
industry was all about. Too much credit was extended 
and many got burned. This is one reason finance charges 
are so high, but the distributor is liable if the operators 
fail to pay. The industry just got out of control several 
years ago. If the same thing happened again and the 
same people were still in the business, they would 
probably do things differently. 

“The role of the distributor has definitely changed 
because he has to work harder for his customers. He has 
to go that extra mile. Distributors tended to overlook the 
steady customers they have had for years, and became 
greedy for the new guy with big bucks. Distributors now 
must devote more time and attention to their customers. 
Distributors must make sure the games are in 100 
percent working order. It’s the little services that no 
manufacturer can provide that count. 

“There will always be a need for distributors just like 
in the car industry. If everyone had to order a new car 
from Detroit and count on getting it back there for 
service or warranty work, it would be terrible. This 
industry needs a central place to go for service, parts, 
games, and financing. I think we are back to a normalcy 
we can live with.” 

—David Boch 
Lone Star Music 
Wichita Falls, Texas 


“Yes, I think distributors are still an important part 
of the coin-op amusement industry. Smaller operators 
depend on them for service and for financing. I don’t 
think there’s been any major changes. 

“Tm doing business with the same distributor that 
’'ve been dealing with for over 25 years. They have 
always been fair to me and I still look to them for advice 
about equipment. However, an operators’ opinion of dis- 
tributors as a whole depends a lot on which distributor he 
deals with. Some are probably worse then others.” 

—J. W. Butler 
Clarksdale Music 
Clarksdale, Mississippi 


“They do perform a legitimate function. Distributors 
provide the needed service for smaller operators who 
cannot afford the high technology technicians. 

“As a broker in used equipment, a distributor will 
point you in the right direction. Things were alittle tough 
during the boom years when there was a surplus of used 
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equipment but things are leveling off. 

“I think one function distributors perform is the 
public relations work they have done to show a more 
positive image of the coin-operated amusement industry. 
The publicity our industry got during the boom years 
hurt as much as helped. People had the impression that 
games were making alot more than they really did. In our 
area distributors have talked with newspapers and maga- 
zines to show our side of the coin. 

“Financing was and still is an important function ofa 
distributorship. Some of the distributors lost track for 
awhile when they forgot about the old reliable customers 
and catered to the entrepreneurs who had more money 
to spend at one time. They forgot about those who made 
them successful. 

“However, | think it’s a more real industry now. The 
distributor is more apt to try for the single than hold out 
for a grand slam. There is a real competition among dis- 
tributors right now so they are working harder to please 
customers. They used to sell to anyone and extend 
credit too often, but they learned their lesson when they 
lost money. They just couldn’t see tomorrow, but tomor- 
row is here. Operators are ready for the personal touch. 

“Some larger operators are providing some of the 
same services as a distributor, so a distributor is not that 
important to them.” 

—Chris Carzo 
Monarch Amusements 
Crum Lynne, Pennsylvania 


“I think the role of the distributor and his function 
are not as important to operators as they were at one 
time. One key reason is the better reliability of games. 

“Operators do not have to depend on the distribu- 
tor as often for service problems. | think most operators 
can repair just about any game they buy. I’m a small 
operator and! can handle my own service. 

“At one time credit was an important part of a dis- 
tributor’s job, but they don’t give credit as freely as they 
did. I believe many operators are dealing only on a cash 
basis. I know I learned my lesson—the hard way. | 
remember buying a game on credit and a couple of 
months later the game was either closed out by the 
factory or wasn’t earning anything. However, | still had 
maybe a year to pay on the thing. So | don’t think 
financing is as important as more and more opt for cash 
deals. 

“Speaking of close outs, that was one of the most 
tragic events in the industry. Close outs had everyone 
afraid to buy since almost everything was eventually 
closed out. It was just tragic. 

“Even buying equipment from distributors is too 
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expensive. I can buy games from other operators, auc- 
tions, or jobbers for much less. And since I handle my 
own service, I’m not worried about having to depend on 
someone else for service. I could buy just about anything 
and not worry about service. I would rather pay less for 
the game. 

“The distributors are too biased on new games. 
They have to sell the games whether they are good or 
bad or suffer the rath of the manufacturer. So I don’t 
count on advice from a distributor on what to buy.” 

—Jim Katawick 
Kataco 
Springfield, Ohio 


“Yes, distributors serve a necessary function in the 
coin-op industry because factories have to have some- 
one pushing product, and stocking parts. 


“Also, many operators do not go to shows, or there 
are no shows for a couple of months, and they need to 
see the latest equipment. They can just visit local dis- 
tributors and see what’s new. Distributors keep opera- 
tors updated on equipment. 

“And I think operators will always depend on dis- 
tributors for service of machines. Some operators are 
even willing to go out of their way for their customers by 
installing conversion kits. A distributor will most likely 
have better facilities to do the work than a small opera- 
tor. 

“But times are not as good as they were and dis- 
tributors are cutting their overhead. Some are laying off 
employees, not carrying large inventories, and leasing 
less space or subleasing space they have. So the distribu- 
tor’s roll has changed in that respect. 


“Distributors hurt themselves when they compete 
against their customers. However, some run routes that 
were repossessed from operators and do not interfere 
with other operators. One distributor, I heard, repos- 
sessed a route then offered to sell it to his other 
customers. If no one bought it, you sure couldn’t blame 
him for running it himself. 


“Distributors are not as willing to extend credit 
because during the boom they extended too much credit 
assuming everyone was going to make it. Now some 
have overcompensated by not extending any credit, 
even to long time customers. Distributors need to have 
the manufacturers help them out with financing. They 
should even offer games on a trial basis. That way the 
operator doesn’t have as much to lose.” 

—Ric Stephan 
Ric’s Pro Shop 
Bloomington, Indiana 
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Egg Dispensers, 
A serious business venture 


By Linda C. Delery 


Pinvone who has stood in line at 
the supermarket, enduring the inces- 
sant cackle from an electronic chicken 
as it dispenses a prize-filled eag to 
squealing children, would hardly con- 
sider these chickens a serious busi- 
ness venture. But the fact is, egq 
dispensing machines compose about 
20 percent of the entire bulk vending 
business and can make an appealing 
profit for operators willing to explore 
their potential. 

Innovative Industries, one of the 
country’s largest distributors of egg 
dispensing machines and plastic eggs, 
distributes two models. One contains 
a chicken which, upon depositing a 
quarter, spins around, cackles and 
lays a plastic egg. The other houses 
the ever-famous Fred Flintstone car- 
toon character who, at the drop of a 
quarter, will chant one of 12 phrases 
(including ya-ba-da-ba-doo) and 
award its customer an egg. “These 
machines are doing very well because, 
in addition to giving a prize, they pro- 
vide audio and visual entertainment,” 
says Larry Lloyd, president of Inno- 
vative Industries. “As the video craze 
dies down, operators can count on 
stable income from them.” 

Operators are quick to point out 
that egg dispensing machines are not 
profitable as an exclusive venture, but 
they can provide the link required to 
round out a video or entertainment 
operation. Whereas the three to ten 
year olds were previously neglected 
by the coin-operated game industry, 
the popular egg machines are now 
starting to fill that gap, much to the joy 
of parents looking for entertainment 
for their small ones, while they 
become absorbed in more sophisti- 
cated games. 

Another advantage to these ma- 
chines is their low maintenance. As 
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Rather than a 
passing phrase, 
Osswald sees eag 
dispensing machines 
as a staple. 


opposed to video and pinball machines 
which require constant servicing, and 
whose down time can translate into a 
loss of profits for operators, egg dis- 
pensing machines have a relatively 
simple construction and, in most 
cases, can be serviced and maintained 
by the operators themselves. One 
operator claims that average down 
time for his egg machines is one to two 
weeks per machine per year. 

There are basically two agree- 
ments between operators and loca- 
tion owners. An operator can pay a 
rental fee to the location and make a 
clear profit from the machine, or he 
can provide the location owner witha 
share of the profits. 

An operator’s costs consist of the 
price of the machine, the eggs, and the 
prizes contained in each egg. The 
above mentioned chicken and Fred 
Flintstone models cost about $600 
apiece. Plastic eggs run about six 
cents apiece in boxes of 1,000. Lloyd 
claims that at a quarter per game, an 
operator can make a profit of 18 cents 
on each egg, or $180 per box. “Ina 
high traffic area, a box of eggs can go 
in one week,” he says. “I have opera- 
tors who are ordering 4,000 to 5,000 
eggs per month. So they must be 
making $700 off each machine.” 
Lloyd, who has been in the plastic egg 
business for about two and a half 
years, Claims that in July he sold a total 
of 600,000 eggs to operators all over 
the country. 

Dennis Kramer, an independent 
operator in upstate New York, says 
that to make money in plastic eggs, 
you must first pay off your machine. “If 
you can pay it off within nine months 
to a year, you break even. After that, 
all you’ve got is the cost of the eggs 
and space rental.” Kramer further 
increases his profits by buying empty 
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plastic eggs at half the price and 
stuffing them himself with prizes that 
cost him about two cents apiece. 

Operators of egg dispensing ma- 
chines, when asked the key factor in 
making a profit, unanimously agree 
that location is everything. With its 
widest appeal to three to ten year olds, 
it is important to place the machines in 
areas highly trafficked by parents with 
small children. Large discount depart- 
ment stores, supermarkets, shopping 
malls, and arcades are prime spots. 

Hugo Francke, owner of Winslow- 
Evans Associates, has 70 egg dis- 
pensing machines in supermarkets 
restaurants, and shopping malls 
throughout Ducksburry, Massachus- 
sets. “If you have them properly posi- 
tioned in a suitable store, you can do 
well,” he says, meaning a gross profit 
of $70 to $75 per week. But, he can’t 
be emphatic enough about location. “I 
had a machine moved from one end of 
a store to the other and profits went 
down 75 percent,” he says. “I have 
tried them in a number of different 
places, but you must have a high 
volume of traffic, so even within a 
store, the machine must be in the 
perfect spot.” 

Another factor Francke empha- 
sizes is the quality of prizes contained 
in his eggs. To insure quality stan- 
dards, he buys the egg capsules and 
stuffs them himself. “Here in New 
England people are very value con- 
scious,” he says. “They want to be 
absolutely sure they are getting their 
quarter’s worth and not some piece of 
junk.” Toys kids can play with, plastic 
animals and yo-yos, are the most 
popular items in his area where, sur- 
prisingly the market is composed of 
elderly ladies who apparently buy the 
eggs for their grandchildren. 

Richard Osswald claims all it took 
was his three-year-old daughter to 
convince him that he should put an 
egg machine in the Shawnee-On- 
Delaware family resort complex he 
manages in the Poconos. “She practi- 
cally dislocated my shoulder every 
time we walked past the machine at 
the entrance of the grocery store,” he 
says. “When I approached the owner 
for advice about putting in an egg 
machine, he said ‘no way. It will never 
fly here.’ However, I put one in and 
sold 1,000 eggs the first ten days. 
That’s a gross profit of $250. They are 
going like hot cakes.” 

Osswald continued, “July and 
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August drew spectacular receipts 
because people are here on vacation. 
Most families are only here for one 
week, so the kids will come in the 
game room and buy eggs again and 
again. Kids are curious to see what’s 
inside those eggs.” 

Kramer uses a tremendous amount 
of creativity to enhance his profits. 
The owner of eight egg machines, he is 
not content to place them in a store 
and allow them to function merely asa 
toy for little ones. Instead, he devises 
promotions to attract customers of all 
age groups. 

One such promotion entailed the 
use of eggs to raffle a Cabbage Patch 
doll when the dolls were at the peak of 
their popularity. “You can’t believe 
the lines I had at the machine,” he 
says. “I can sit around all day and 
dream up ideas to sell more eggs.” 

Some of his ideas entail coopera- 
tion from the store owner. For 
example, Kramer says a good draw is 
to put store department discount 
coupons in the eggs, then promote 
them within the store. 

“My store owners tell me the older 
age groups will go for the eags if the 
prizes are alluring to them. So! look at 
what’s available and what kids are 
doing. Madonna and Three Stooges 
stickers have been very popular with 
teenagers, as have jewelry items such 
as matching rings and bracelets. But 
it’s essential to promote the items, 
either by putting them in see-through 
eggs, or by announcing them in the 
store.” 

Kramer is especially partial to his 
chicken machine that attracts the 
attention of passersby cackling auto- 
matically every 20 seconds. “Kids go 
over to find out what’s in there,” he 
says. “And, believe it or not, you have 
steady customers who come in daily 
to see what’s in there.” 

Kramer considers his raport with 
his location owners valuable. “It’s 
important to have somebody ina store 
keeping an eye out for you. If you have 
a.breakdown, you won’t know about it 
until you get acall. Also, astore owner 
can bury your machine in some 
obscure corner, killing its business.” 

Rather than a passing phase, 
Osswald sees egg dispensing machines 
as a staple, like pool tables. “Before, 
little kids had to stand on stools to play 
video games,” he says. “But this gives 
them something to do. These machines 
are like large toys.” co) 


WHAC-A-MOLE 


Everyone loves 
Whac-A-Mole! 


Customers love to play 
and you'll love the way 
it pays. Call us and 
let us tell you more. 


Bob’s Space Racers, Inc. 
427 15th Street 
Daytona Beach, Florida 32017 
Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 


PRICES AND SEE! 


HOFFMAN & HOFFMAN tokens are 
minted under the most rigid quality control 
standards. We match Old World craftsmanship with 
advanced technology. HOFFMAN & HOFFMAN has 
the best prices, fastest delivery, and highest quality 
tokens in the nation. 

CUSTOM TOKENS SHIPPED IN 10 DAYS 
HOFFMAN & HOFFMAN 

P.O. BOX 896, CARMEL, CA 93921 

800-227-5813 9 
IN CA 800-227-5814 
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SPECIAL NOTICE 
purchase your used equipment from 


NEW ORLEANS NOVELTY CO. 


In business for 50 years! 
International reputation for selling the 
finest used videos, flippers, & amusement 
games available anywhere. 


EACH & EVERY GAME BEAUTIFULLY 
REFINISHED LIKE NEW BY EXPERTS 
All games authentic legal factory models 
GET ON OUR MAILING LIST FOR OUR 
LATEST PRICE BULLETINS OR CALL 
Rose, Eddie, or Jean for latest prices 
3030 No. Arnoult Road 
Metairie, LA 70002 * 504/888-3500 


TAX TIPS 


By 
Jeffrey 


Rosenthal 


Expenses: 


This is one subject that can best be 
described as undergoing constant 
change. First, let’s outline the condi- 
tions for deductibility; then let’s out- 
line the substantiation and record 
keeping requirements. 

In the area of record keeping we 
will discuss pre-1985 and post-1984 
requirements, as now called for by the 
Tax Reform Act of 1984. 

Since 1913 and reconfirmed in 
1954, the central theme in the Internal 
Revenue Code is to encourage busi- 
ness activity. 

In general the rule for deductibility 
is, the expense must be ordinary and 
necessary and incurred in a trade or 
business carried on by the taxpayer. 

Accordingly, there is no single list 
of deductible expenses. However, the 
facts and circumstances will be the 
final factor in determining deduct- 
ibility. For example, the cost of repair- 
ing our watch would not be a deduct- 
ible expense. However, for a police 
officer, or a nurse the expense would 
be ordinary and necessary. A video 
cassette recorder/ player would be 
deductible in a vending operation if 
you created or purchased a training 
tape for training mechanics and 
technicians. 

With the general field of business 
expenses are such expenses as travel 
and enterainment and auto expenses 
and business costs. 

The Internal Revenue Code is 
generally pro-business; so you need to 
understand the thought process to 
insure trouble-free deductions. Don’t 
think, however, that trouble-free 
deductions means you’ll never be 
asked to justify such an expense. It 
merely means after you justify the 
expense, it’s back to business as usual. 


Ordinary and Necessary 
Although ordinary implies that 
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Business or Personal 


such expense is frequently incurred by 
the taxpayer, an expense that is 
incurred only once may also be defined 
as ordinary. 

Further, ordinary includes current 
expenses, such as commissions, 
salaries, repairs, or maintenance. It 
does not include such items as capital 
contributions, such as purchases of 
assets. 

Necessary is the test that distin- 
guishes a business expense from a per- 
sonal expense, it doesn’t need to be 
vital to the business continuation, only 
appropriate or helpful. 

An expense may be necessary even 
though it exceeds the gross income 
derived from such trade or business 
during the tax year. 


Employee = Deductions 

The performance of services as an 
employee will qualify as a trade on 
business. Thus, an employee may 
deduct travel, entertainment, trans- 
portation, office, and other customary 
business expenses. 

1. Travel—Expenses of travel, 
meals, lodging while away from home 
in the performance of services as an 
employee. 

2. Other Expenses—Other ex- 
penses covered by a reimbursement or 
other expense-allowance arrangement 
with the employer. 

3. Transportation Costs—This 
does not include commuting to and 
from home. However, if a taxpayer 
nas a minor or temporary assignment 
beyond the general area of his “tax 
home” and returns home each evening, 
the expenses of the daily round-trip 
transportation are deductible. 

4. Outside Salesperson Expenses 


Corporate Officers and Partners 
Corporate officers and partners 
are not automatically entitled to claim 


travel, entertainment, and gift expense 
deductions for amounts that they pay 
on behalf of their employers. 

Deductibility is determned if the 
officer is able to show that the 
expenses were necessary expenses of 
the business[ Rev. Rule 57-502 (1957)]. 

If a corporation reimburses an 
employee, it is an indication that the 
expenses are business-related. In those 
cases where the corporation does not 
reimburse the employee, a deduction is 
permitted only where it is shown that 
the corporation expects the executive 
to pay these expenses without reim- 
bursement. 

Officers of closely-held corpora- 
tions should be forewarned that it is 
very difficult to justify a deduction on 
their personal tax returns. Business. 
expenses should be on the business 
return. 


Travel Expenses 

A taxpayer may deduct travel 
expenses incurred while he is away 
from home in the conduct of a trade of 
business if the expenses are ordinary 
and necessary and not lavish or extrav- 
agant under the circumstances [IRC 
Sect. 162]. 

First class is not lavish or extrav- 
agant. A taxpayer is considered as 
traveling away from home if his busi- 
ness duties require him to be away 
from his “tax home” for longer than an 
ordinary day’s work and during such 
time he needs to get sleep or rest to 
meet the demands of his work [Rev. 
Rulings 60-189, 71247]. 

The phrase “‘travel expenses” 
includes a wide variety of expenditures 
from airplane fares, meals, lodging, 
taxies, and telephone. 

Local transportation costs, ordi- 
nary and normal for business pur- 
poses, are deductible from gross 
income by a taxpayer, even though 
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they are neither reimbursable by the 
employer nor incurred on overnight 
trips—so long as they are connected 
with their job [Rev. Rules 55-109; 76- 
453]. 

In general the Internal Revenue 
allows two methods of computing 
automobile expenses: The so-called 
standard mileage rate method and the 
actual cost method. 

The standard mileage rate allows a 
cents per mile deduction that is sup- 
posed to cover gas, insurance, depre- 
ciation, oil, wear and tear. 

The actual cost method is just as 
the name implies. 

The latter requires a great deal 
more bookkeeping. Whereas the 
former requires only an odometer 
reading at the beginning and at the end 
of the year. 

In many cases, especially for 
urbanites, the actual cost method is 
higher. The taxpayer is free to choose 
either method. 

Moreover, where an automobile 
first placed in service for business 
purposes after 1980, the standard 
mileage rate method may be used 
only if this method has been used in the 
first year that the auto was placed in 
service for business purposes [Rev. 
Proc. 82-61, 83-74, and 84-72]. 

A taxpayer who has elected the 
standard mileage rate method in the 
first year an auto is used for business 
may, in the future years, elect either 
method. 

For 1984, a standard mileage rate 
of 20.5 cents per mile for the first 
15,000 business miles and I1 cents per 
mile for the excess mileage over 
15,000. Parking fees, tolls, and auto 


loan interest are also deductible. 

Creating and keeping business 
goodwill are legitimate objectives of 
business entertaining. To be deduct- 
ible, however, the entertainment 
expenses must be ordinary and neces- 
sary and incurred as a regular part of 
business. Further, they must be 
directly related to or associated with 
the regular business. 

A deduction is allowed for the cost 
of business gifts made to any person 
directly or indirectly so long as the gift 
does not exceed $25 per year for each 
recipient [IRC Sect. 274(b)]. 


Substantiation of Expenses 

Prior to 1985, for travel and enter- 
tainment expenses and business gifts, 
you must establish usually by receipt 
the following: amount, business pur- 
pose, time and place, and business 
relation of an entertained or gifted 
person. 

Normally these expenses must be 
itemized as actual expenses. However, 
there are instances in which the so- 
called Cohan Doctrine of estimated 
expenses may be applied where the 
taxpayer has lost his records. Ade- 
quate records will include receipts, 
diary, account book, travel log. 

For post 1984, it is the responsi- 
bility of the taxpayer to maintain 
adequate contemporaneous records. 
The substantiation requirements must 
be satisfied by the maintenance of a 
log, journal, diary, or other similar 
record. 

Your tax professional must obtain 
written confirmation from his client 
that the requirements were met. 
Should the preparer fail to obtain such 


A PRECISION TOOL FOR 


ADVERTISING YOUR BUSINESS 
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a statement, he will be subject to a $25 
penalty for each failure. Further, if the 
tax professional cannot obtain the 
written confirmation, he may not sign 
the return. 

No business expense deduction 1s 
allowed for any expenditure with 
respect to travel away from home 
unless the taxpayer can substantiate 
amount, time, place, business purpose. 
The Cohan Doctrine can never be 
used. 


Standard Daily Meal Allowance 

Taxpayers have the option of elect- 
ing a standard daily meal allowance 
[Federal Regs. 1.274-5(h)], rather than 
keeping records of meal expenses. 
However, election of the standard 
meal allowance does not relieve tax- 
payers of the necessity of substanti- 
ating the time, place, and business 
purposes. 

The standard daily meal allowance 
is $14 per day for each day the tax- 
payer is away from home on business, 
provided the taxpayer’s stay in one 
place is for less than 30 days in which 
case an allowance of $9 per day is 
allowed [Rev. Proc. 83-71; Rev. Rule 
80-62, Rev. Rule 84-164]. 

As in all such technical articles it is 
strongly recommended that you con- 
sult with your own tax professional. It 
is impossible to discuss all of the tech- 
nicalities in such a summary. ® 


Jeffrey Rosenthal is an operator and a 
certified public accountant. He can be 
reached at M&J Tax Service, Ltd., 
1967 Bath Avenue, Brooklyn, New 
York 11214. 
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FRANK'S 4 
CRANKS 


By 


Seninsky 


Frank “The Crank” 


In the July 15 issue (Letters to the 
Editor), Chris Downend, Atari’s 
System I project leader, had some 
interesting responses to my Marble 
Madness review of last month. It’s 
these recommendations that benefit 
the industry and I thank you Chris. 

I still, however, must disagree with 
Atari on the fan direction. Atari still 
recommends leaving the fan in the fac- 
tory installed position (blowing in), 
and adding a fan filter on the outside of 


summer power supp 
problems—The “Heat” 


the cabinet. Since late July, all System 
I games shipped from the factory 
include this filter (Part #A0413181-01). 
I contend that you are better off 
reversing the fan and letting the hot air 
blow out. 

Atari’s solution of adding the filter 
sounds great except that the filter is 
very quickly clogged with dust, and 
the temperature inside the cabinet 
rises way past the specifications of the 
2N3055 pass transistors on the regu- 


ly 


is ON! 


lator/audio III PC board...and puff!!! 

Chris’s suggestion of installing a 
ground path from the track ball bear- 
ing case to earth ground, to discharge 
the electrostatic build-up of static 
charge (which attracts the dust on the 
track ball), is an excellent one. It 
should be implemented on all track 
ball games. 

I also agree with Roger Sharpe’s 
article “Paperboy and Marble Mad- 
ness game over—not good” (July 15, 


The diode is added at the left upper corner of mother board. 
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Make sure that your old Greyhound Mother Boards have a 1N914 or 1N4148 diode added to the position 
shown. Note that there are two types of Mother Boards. Model II has a white video connector and Model I 


has a brown video connetor. 
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1985, p. 25). Many operators are in the 
same boat...these games initially earn 
high and drop fast. The players are fed 
up and so is the operator who can’t 
recoup his investment. I will be using 
Marble Madness for video tourna- 
ments because it has features that 
make it fun for two players to com- 
pete. But Atari should be able to come 
up with an update program, that 
makes it a challenge for players to play 
on and on. Atari should do it before a 
bootleg modification is put on the 
market. 


SERVICE TIPS 


Paperboy Auxilliary Power 
Supply isn’t holding up—Carry a 
spare with you. Chances are better 
than 50/50, if your location calls in a 
Paperboy that won’t come on or has 
garbage on the screen, the small +5 

volt auxilliary power supply has failed. 
This supply is located on the right side 
of the cabinet and supplies +5 VDC to 
the CPU board. Don’t waste your time 
trying to fix this supply because 
schematics aren’t available and the 
transistors have no cross referenced 
numbers. Just replace this unit with 
your favorite switching power supply. 

Karate Champ has a whistle— 
If you have a Karate Champ that has a 
loud audio whistle, save time and don’t 
troubleshoot the CPU board. The 
problem is actually in the 5 volt power 
supply. | 

That’s not possible you say? 
Normal switching power supplies 
have a switching frequency well above 
the audio range. Several of our Karate 
Champ power supplies have faulty 
components, whose breakdown 
causes the switching frequency to 
drop down into the audible range 
where the frequency is being amplified 
through the game circuitry. Replace 
the supply with a better model. 

Video Trivia Greyhound—A 
white screen or thin horizontal 
lines—The CPU can’t address the 
memory on the satellite board 
because the connector pins between 
the two boards aren’t plugged in 
correctly. It’s very easy to miss a pin or 
put the mother and satellite boards 
together with the pins not lined up 
correctly. To make sure this doesn’t 
happen in the field, it’s a good idea to 
add wooden guides on the sides of the 
satellite board to eliminate the 
chances of this happening when 
working on the game in a dark area. 
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Make sure the mother board 
has modifications—With many 
operators changing their Greyhound 
poker games to Video Trivia, the 
mother board must be checked to 
make sure that a past modification has 
been made. 

Figure 1 shows where a 1N914 or 
similar diode must be added to the 
upper left corner of the mother board. 


Model I mother boards have a brown’ 


video connector on the right center 
end of the board. Model II mother 
boards have a white video connector 
in this position. Without this diode, 
eratic bookkeeping and/or large 
numbers of credits appearing can 
occur during a power dip or where low 
voltage is present (especially in New 


York. City): 


NOW--- 


IF YOU NEED 
GOOD NEWS 
ABOUT OUR 


Promotions and Promotions 

I have been recruited by Kramer 
Manufacturing Co. to coordinate the 
LA Trivia promotions and tourna- 
ments in New Jersey, and to distribute 
LA Trivia games exclusively in New 
Jersey. As is policy with the magazine, 
I won’t rate these games, because it 
would be unfair to the competition. | 
will, however, in the future pass along 
my experiences working with the 
Anheuser-Busch people to help 
develop markets for each other’s 
products. 

Pop-A-Shot—My next project is 
to work with the manufacturers of the 
Pop-A-Shot basketball game and help 
make improvements. I'll keep you 
posted. It’s definitely a game that can 
be promoted! e 
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Technical Topics 


MOS/FET-J/FET Circuit Design 


Lesson 13: 


Analog and Digital Gates 


Programmed Test 


Editor’s Note: The material below is a serialization of the Kurz Kasch correspondence course for electronics, 
designed specifically for the coin-operated amusement industry. This course is copyrighted and owned by Kurz 
Kasch of Dayton, Ohio, and its reprinting is being sponsored jointly by Kurz Kasch and Play Meter magazine. This 
material is authorized for publication exclusively in Play Meter magazine. 


INSTRUCTIONS: The purpose of this test is to guide you step-by-step thru actual circuit design problems. 
Also, many of these tests will provide you with additional design technique. Most important, these tests will provide 
you with a gauge to establish your degree of understanding of the material covered in the text, The test is programmed. 
Start at block one and then follow the numbered instruction associated with your answer. 


] 


In a positive logic arrangement, a positive voltage will 
represent a logical__(1) , while a negative voltage will 
representa logical (2) _. 


a. (1) One, (2) Zero 
b. (1) Zero, (2) One 
c. (1) Five, (2) Six 


GO TO BLOCK 54 
GOTOBLOCK 8 


2 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 25. 


3 


YOU ARE CORRECT! 


A MOSFET offers an advantage over a JFET when used as an 
inverter, such that 


a. Less current flows when 
the device is ON 

b. Less power output 

c. The negative power supply 
is eliminated 


GO TO BLOCK 26 
GO TO BLOCK 30 


GO TO BLOCK 12 


4 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 12. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 17. 
38 


GO TO BLOCK 25 | 


6 


YOU ARE CORRECT! 


When a complimentary MOSFET gate is driving many other 
complimentary MOSFET gates (i.e., large fan-out), the load 
on the gate is mostly see 


GO TO BLOCK 29 
GO TO BLOCK 56 
GO TO BLOCK 13 


a. Capacitance 
b. Inductance 
c. Resistance 


7 


YOU ARE CORRECT! 


The frequency response of the FET series-shunt chopper its 
greater than that of the series chopper because : 


a. The Coq of the series 
device is discharged 
through ry,(on) of the 
shunt device 

b. The input impedance 
is lower 

c. Less voltage is switched 
to the output 


GO TO BLOCK 17 
GO TO BLOCK 24 


GO TO BLOCK 46 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 17. 


9 


YOU ARE CORRECT! 


For a MOSFET series chopper, the input signal is limited at 
the negative end by the of the device. 
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GO TO BLOCK 27 
GO TO BLOCK 47 
GO TO BLOCK 57 


a Iqs(on) 
b. Input impedance 
c. Threshold voltage, Vr 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 60. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 35. 


]2 


YOU ARE CORRECT! 


In a complimentary MOS (COSMOS) inverter, the devices 
used are 


a. Two p-channel MOSFETS 

b. One p-channel and one 
n-channel MOSFET 

c. Two n-channel MOSFETS 


13 


YOU ARE INCORRECT! 


GOTOBLOCK 4 


GO TO BLOCK 55 
GO TO BLOCK 61 


Refer to the text and return to BLOCK 6. 


14 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 52. 


IS 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 63. 


16 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 29. 


17 


YOU ARE CORRECT! 


An analog switch or commutator by definition is a device 
that 


a. Converts an analog signal to 
a digital signal 

b. Transmits an analog signal 
without loss or distortion 
or blocks it 

c. Converts a DC signal to 
an analog signal 


GOTOBLOCK 5 


GO TO BLOCK 52 


GO TO BLOCK 41 
40 


18 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 57. 


19 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 35. 


20 


YOU ARE CORRECT! 
A chopper is defined as a switch that converts 


a. An AC signal into a 


DC signal GO TO BLOCK 58 
b. A DC signal into an 
AC signal GO TO BLOCK 63 


c. A DC signal into a DC 
signal with a lower 


amplitude GO TO BLOCK 32 


21 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 33. 


22 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 45. 


23 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 39. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK /7. 


25 


YOU ARE CORRECT! 


A two-input JFET NAND gate can be formed by connecting 
two simple inverters in : 


a. Parallel GO TOBLOCK 2 

b. Series GO TO BLOCK 60 

c. Cascade GO TO BLOCK 40 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 3. 
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27 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 9. 


28 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 58. 
YOU ARE CORRECT! 


The basic advantage of complimentary MOS logic circuits 
is 


a. Low power dissipation GO TO BLOCK 39 

b. Low V,,(on) values GO TO BLOCK 16 

c. High rg;(on) values GO TO BLOCK 50 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 3. 


3] 


YOU ARE CORRECT! 


You have completed the test for Lesson Thirteen. However, 
before starting Lesson Fourteen, think about any areas of 
this lesson you may wish to review. Only when you feel 
confident about your understanding of the material covered, 
should you proceed! 


32 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 20. 


33 


YOU ARE CORRECT! 


To minimize static errors ina FET chopper, it is necessary to 
use a device with 


a. Low values of rg; (on) 


and Ip (off) GO TOBLOCK 9 

b. High Vry GO TO BLOCK 38 

c. Low lpss GO TO BLOCK 21 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 65. 
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YOU ARE CORRECT! 
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A two-input JFET NOR gate can be formed by connecting 
two simple inverters in 


a. Series GO TO BLOCK 77 

b. Parallel GO TO BLOCK 45 

c. Cascade GO TO BLOCK 19 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 63. 


37 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 57. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 33. 


39 
YOU ARE CORRECT! 


A linear switch is one that 
a. Switches only on linear 
inputs GO TO BLOCK 23 
b. Has low power dissipation GO TO BLOCK 64 


c. Switches signals between 


definable limits GO TO BLOCK 20 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 25. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 17. 


42 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 55. 


43 


YOU ARE INCORRECT! 
Refer to the text and return to BLOCK 48. 
YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 63. 
42 


45 


YOU ARE CORRECT! 


For the two-input JFET NOR gate, the zero state output 
voltage willbe ____ CSCS Ctthaaté 
of a single inverter. 


GO TO BLOCK 22 
GO TO BLOCK 59 
GO TOBLOCK 3 


a. Greater than 
b. Equal to 
c. Approximately one-half 


46 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK /7. 


47 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 9. 


48 


YOU ARE CORRECT! 
The series chopper uses the FET the load. 
GO TO BLOCK 43 


GO TO BLOCK 33 
GO TO BLOCK 62 


a. Across 
b. In series with 
c. Not at all with 


49 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 52. 


50 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 29. 


3] 


YOU ARE INCORRECT! 


Refer to the text and return to BLOCK 65. 


52 


YOU ARE CORRECT! 


An analog switch or commutator can be used to switch many 
input signals onto one output line. This is often referred to 
as 


GO TO BLOCK 49 
GO TO BLOCK 65 
GO TO BLOCK 14 


a. Multiplying 
b. Multiplexing 
c. Magnifying 
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53 Refer to the text and return to BLOCK 45. 


YOU ARE INCORRECT! 60 


Refer to the text and return to BLOCK 60. YOU ARE CORRECT! 


A series connected JFET NAND gate has a disadvantage such 


54 that 


YOU ARE INCORRECT! a. Too much current will 
flow when the gate is ON GO TO BLOCK 10 
Refer to the text and return to BLOCK 7. b. The ON state output voltage 
is increased proportional to 
5 5 the number of JFETS in 
series GO TO BLOCK 35 
. The OFF state voltage 
YOU ARE CORRECT! ss 
- . is decreased GO TO BLOCK 53 
Large amounts of current flow will flow in a complimentary 
MOSFET inverter only 6] 
a. When the inverter is YOU ARE INCORRECT! 
itched GO TO BLOCK 28 
pease wid ‘ Refer to the text and return to BLOCK 12. 
b. When the inverter is 
switched OFF GO TO BLOCK 42 
c. During the switching 62 
interval GOTOBLOCK 6 YOU ARE INCORRECT! 
56 Refer to the text and return to BLOCK 48. 
YOU ARE INCORRECT! 63 
Refer to the text and return to BLOCK 6. 
YOU ARE CORRECT! 
57 The advantage of a FET over a relay in a chopper circuit 
is ; 
YOU ARE CORRECT! 
a. Higher switching frequencies GO TO BLOCK 15 
A series-shunt FET chopper offers an advantage over a series b. pak resi ating li : . GO TO BLOCK 44 
necessary GO TO BLOCK 36 
to the output GO TO BLOCK 37 
b. Higher input impedance 64 
is achieved GO TO BLOCK 18 
YOU ARE INCORRECT! 


c. The voltage spikes at the 
output caused by signals 
switched through Coa 
are eliminated GOTOBLOCK 7 


58 65 


YOU ARE CORRECT! 


Refer to the text and return to BLOCK 339. 


YOU ARE INCORRECT! 
By using a second level of multiplexing, the output voltage 


Refer to the text and return to BLOCK 20. error becomes a function of combined off currents 
of level switches. 


59 a. The second GO TO BLOCK 31 
b. The first GO TO BLOCK 34 
YOU ARE INCORRECT! c. Both the first and second GO TO BLOCK 51 


PLAN NOW TO ATTEND AOE ‘86. 
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With this issue I will modify the 
format of my reviews slightly, making 
them more concise and to the point. If 
there is nothing special about a game’s 
sound effects or graphics, I may not 
mention them at all. I am going to tie 
my rating of the games into the new 
Play Meter chart, and estimate how 
long I feel the game will last on the 
chart. The ratings are still based on 
return on investment, considering the 
cost and earnings of the game. For this 
reason, a dedicated game may have a 
lower rating than a conversion even 
though it may earn more. 


Commando/Data East 
(Licensed from Capcom and available 
only as a dedicated game.) 

This game is a fast paced shoot- 
’em-up war game. The object is to 
shoot, kill, and avoid the enemies. It is 
slightly similar to Front Line because 
bullets and gernades are used to kill 
the enemies. The sound effects and 
music are excellent, and it has detailed 
graphics. The game has similarities to 
the movie Rambo, when being 
dropped off in a helicopter in the 
jungle and rescuing prisoners. That 
may add extra appeal to the game. 

Commando is a well done game in 
every respect. It will be a powerhouse 
earner. 

Unfortunately, it’s not available as 
a conversion, and it’s not a system of 


By 
Gene 
Lewin 


any kind. Therefore, depreciation will 
be high, reducing the return on invest- 
ment as compared to a system or a 
conversion. 

Rating: 8—If it was a conversion 
it would be unquestionably a 10. 
Should stay in the chart for 30 weeks. 


Magmax/Nichibutsu 
(Available as a conversion for any 
horizontal game.) 

A futuristic shoot-’em-up game 
with two different areas of play, 
ground level and underground. The 
player can enter either level through 
transporters located in the terrain. 
Magmax offers the player a variety of 
targets to shoot. It’s in the Xevious 
category of games. With the extra fea- 
ture of two different areas of play, it 
should be a decent earner for a long 
time. 

Rating: 7—Should last 16 weeks 
on the top 50. 


Hogan’s Alley/Nintendo 

(Available as conversion for any VS. 
System with purchase of gun assem- 
bly.) 

The game is played with a gun that 
is picked up from a holster to shoot at 
the screen. There are six different 
characters, but the player is to shoot 
only the robbers. The controls include 
a gun on a cable which shoots directly 
at the screen, and a holster which 


mounts to the cabinet. A chain (not 
included in the kit) can be added to the 
cable if you are worried about the gun 
getting stolen. The joysticks and 
buttons are not used at all. If your 
players are good at the games, | 
recommend setting it on three lives 
instead of the factory recommended 
five lives. 

I think this game is fantastic. The 
players love the idea of picking up a 
gun and shooting. This game is an 
absolute must for a VS. System. If you 
don’t have one, now is the time for the 
Uni-System conversion for a Donkey 
Kong or Popeye. This game will 
definitely make the top five, and it only 
costs a few hundred dollars. It is a 
powerhouse earner, and may earn as 
well as Commando and Paperboy. A 
rating of 10 is not high enough for this 
game considering its low cost and high 
earnings. For some reason they did 
not design a kit for the VS. table. It can 
easily be installed into a table witha 
shelf bracket to mount the holster to 
the cabinet and some instructions. 

Rating: 10—Should last 30 weeks 
on the chart. Will definitely make the 
top five. 


Duck Hunt/Nintendo 
(Available as conversion for any VS. 
System with purchase of gun assem- 
bly.) 

This kit is very similar to VS. 


Commando is a well done game in every respect. 
It will be a powerhouse earner. 


s 
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Hogan’s Alley except the player 
shoots ducks and clay pigeons with 
the gun. The controls are all the same. 
This game is harder to play than 
Hogan’s Alley and I recommend 
setting it for five lives. 

This is another great game for the 
VS. System, not quite as good as 
Hogan’s Alley but close. After 
Hogan’s Alley dies down, you could 
convert to Duck Hunt without buying 
another gun. Or, if you have an 
arcade, you could get both games. 
This game will also make the top ten. 

Rating: 10—Should stay in the 
chart 26 weeks. 


ui 
hi 


The ONE PLACE that has if all: 


ATARI © BALLY MIDWAY © CENTURI ¢ CINEMATRONICS ¢ DYNAMO 
: EXIDY e GAME PLAN e MYLSTAR © NINTENDO 
ROCK-OLA e STERN @ TAITO @ UNIVERSAL © WILLIAMS 


Great Swordsman/Romstar 

(Licensed from Taito and available as 

a conversion for any horizontal game.) 
A sports/fighting themed game 


based on sword fighting, kendo, and 
Roman Gladiators. Each category has ARDAC @ AUTOMATIC PRODUCTS ¢ COINCO 


several levels of play. The sound MARS MONEY SYSTEMS @ MOYER DIEBEL @ RMI @ SHARP © TKW 
effects—speech, grunts, and groans— 
go well with the game. 

It’s a good sports/fighting game, 
that may have been better if it was 
made so two players could compete 
against each other as in Karate 
Champ. It is different from the other 
kung fu games, and seems to have 
player appeal. With its reasonable 
price, it should give a good return on 
investment. 

Rating: 8—Should be on the 
chart for 16 weeks. e 


MARVELOUS \ 
TIME | 


| 
Vv 


Return On Investment 


10 A fantastic investment. Move 
over Pac-Man. 
9 Great investment. Should 
earn well and hold its value. 
8 A good bet. Should pay off for 


you. 

7 Not bad. Are you willing to 
take a chance. 

6 Slightly above average. Onlya 
good investment in a high 


BY ALL a 

volume location or as a con- L A 

version. 

5 Just average. Better be ready 
to rotate quickly. 

4 Below average. Closeout 
around corner. 

3 Pretty bad. I'm not buying 
any. 

2 Don’t waste your money. 

1 Terrible. Not even worth 
playing. 


AND 
0 They’ve got to be kidding. Buy MARDI GRAS 


pesos instead. 
NEW ORLEANS FEBRUARY 6,7,8,9, 1986 
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Sex Trivia 


Merit Industries, Bensalem, Penn- 
sylvania, introduces Sex Trivia for 
Trivia Whiz I and II. The new chip sets 
offer 2,000 questions in a broad range 
of amusing topics—sexy songs, films, 
sex clinic, X-rated, and R-rated, etc. 
They can be added to the initial 
10,000 question modules without 
removing any other question chips. 

All questions have been carefully 
created and edited for entertainment 
value and good taste, with no offensive 
words or materials whatsoever, said 
company officials. Merit’s unique 
explanation feature has been used 
extensively in the Sex Trivia module 
to add humorous touches for added 
play appeal. 

All Trivia Whiz games, including 
the new Sex Trivia, feature one to four 
player competition with Speed 
Bonuses, choice of at least four cate- 
gories with over 30 topics, four- 
answer multiple choice questions, and 
high scoring bonus questions. Top 
players get to key in their names. 


DUO-seru 


AlIR-vend, Inc., has introduced 
DUO-serv, a coin-operated combi- 
nation vacuum and tire inflator. 

DUO-seru is expected to open 
several new market opportunities for 
AIR-vend, which has already sold over 
16,000 of its AJR-serv tire inflator units 


in the U.S. and Canada. AIR-vend’s 


belief in a strong dealer support 
system, plus shared revenues have 
made the company’s products an 
attractive addition to service stations, 
convenience stores, truck stops, car 
washes, and motels. 

Like the AIJR-seru units, the new 
DUO-serv machines are sturdily built, 
virtually maintenance-free, and 
vandal-proof. 

Special product features include a 
unique filtering system, a superior air 
compressor, and one single, powerful 


-vacuum motor, with a rugged cabinet 


secured by the company’s patented 
locking system. 

For additional information, 
contact AlR-vend, Inc., 2520 Pilot 
Knob Road, Mendota Heights, 
Minnesota 55120. Telephone 612/454- 
0465 or 1-800/247-8363. 


Public 
pay phone 


Public Pay Phone, Inc. introduces 
a cost effective alternative for coin- 
operated telephone owners or 
locations. This rugged instrument is 
impact resistant, moisture proof, 100 
percent owner programmable, and 
accommodates zoning requirements, 
local, long distance, inter and intra 
state dialing, and overseas calling. 

A liquid crystal display visually 
informs the customer what to do and 
how much time remains on his call. A 
single slot, electronic coin acceptor 
accepts nickels, dimes and quarters. 
At the owner’s command, a coin 
counter displays amount of money 
collected. 

Public Pay Phone, Inc. backs its 
product with a buyer protection plan. 

For more information, contact 
Public Pay Phone, Inc., 3803 Crest 
Dr., Suite C, Manhattan Beach, 
California 90266. Telephone: 213/546- 
5290, toll-free 1-800/DIAL330 or in 
California, 1-800/DIAL331. 
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Whiz kits and 
video billboard 


Merit Industries, Bensalem, Penn- 
sylvania, has added the new Whiz Kit 
to its line of Trivia Whiz] and II upright 
and cocktail games. 

Specially designed for quick con- 
version of any Hi-Lo Double Up Joker 
Poker game into Trivia Whiz, the 
Whiz Kit contains a directly replace- 
able logic board, plexiglass with the 
colorful Trivia Whiz design, and a 
control panel button cover plate. The 
kit takes only minutes to install, 
requires no wiring changes or solder- 
ing, and is designed with non-technical 
personnel in mind. Simply swap the 
original Joker Poker PC board with 
the Merit Trivia Whiz board, replace 
the front glass, and install the panel 
cover. 

As poker collections dwindle, or 
even cease in some areas where the 
games are illegal, the Whiz Kit offers 
operators a kit for dead games. 
According to president Peter Feuer, 
“The Whiz Kit is so easy and economi- 
cal to install, it’s almost a crime to 
leave Joker Pokers unconverted. The 
earnings on Trivia Whiz are strong 
and stable. In addition, reversing the 
conversion process restores the 
original game just as easily.” 

Merit has also released the Video 
Billboard, Merit’s 15 screen advertis- 
ing feature. Using the keyboard, an 
operator can program up to 15 full- 
color advertising screens on Trivia 
Whiz, turning idle time into earning 
time. The custom messages can pro- 
mote the location (ladies’ night, menu 
specials, etc.) as well as earning adver- 
tising dollars from other local busi- 
nesses. Video Billboard is now avail- 
able for all Merit factory games and is 
included in the Whiz Kit. 
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Trivia Hangup 


SMS Manufacturing Corp., Lake- 
wood, New Jersey, has introduced its 
new trivia game, Trivia Hangup. 

Trivia Hangup is a one- or two- 
player game in which players are each 
allowed to select from among four 
categories of questions—movies and 
TV, sports, music, and anything goes. 
Players are given five questions and 
5,000 points and then go head-to-head 
against each other. When one player 
answers a question wrong, his oppo- 
nent is given the opportunity to 
answer the same question and, if he 
answers correctly, steals his oppo- 
nent’s wager. “This steal feature,” Jim 
Pietrangelo, sales manager, SMS, 
states, “really encourages two-player 
activity to boost income.” In addition, 
two different bonus games, a reflex 
tester and additional bonus questions 
(operator determined), are available 
to the winner. 

Speed also plays a part in deter- 
mining a win, since winning points are 
arrived at by multiplying the player’s 
wager by the amount of seconds 
remaining on the clock. High scoring 
players are then allowed to enter their 
initials on the Smart Alecs High Score 
List. 

Trivia Hangup is available in 
upright, cabaret (mini), and counter- 
top. General purpose kits and 
specialty kits, designed to convert Hi- 
Lo Double Up Joker Poker and 
Grand Prix games, are available. 
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Peter Pack Rat 


Atari Games Corporation, Sunny- 
vale, California, announced the release 
of Peter Pack Rat, the latest conver- 
sion for Atari’s System I. 

Shane Breaks, senior vice presi- 
dent said, “Peter Pack Rat is a new 
concept in maze games. It’s whimsical, 
ae entertainment and fun for 
a Ee 

New features include three spe- 
cially written full-stereo music scores, 
an add-a-coin player option, a new 
eight-position joystick with built-in 
jump button, detailed animation, and 
brilliant color. 

The player controls Peter on his 
quest to collect treasures as a gang of 
unfriendly creatures, Riff Rat, Scrap- 
per the junkyard dog, Sticky the 
spider, Nite Owl, Slugger the bat, Big 
Al the alligator, Diamond Jim the 
snake, and Clawd the cat, lurk on the 
paths trying to stop Peter. 

Three playfields, the junkyard, the 
sewer, and the tree, provide the player 
with an infinite number of play levels. 
As the game progresses to higher 
levels, new characters and more 
objects are added. 

Peter Pack Rat is available in a 
complete System I cabinet configura- 
tion, Or as a conversion game kit 
which includes an attraction panel, a 
completely assembled control panel 
with graphics, and snapin PC board. 
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Inferno 


Inferno is the latest introduction by 
Williams Electronics, Chicago, Illinois. 

Designed in-house, Inferno is 
priced right for today’s market. It 
plays like Joust for one- or two- 
players. Players can team up for extra 
high scoring and can utilize the buy-in- 
option. 

The player as a Born Hero is 
armed with a laser in a fight for survival 
against the evil worlds of the Grand 
Lizard. The player maneuvers his way 
through a hell-raising maze in battle 
against creatures of the Netherworld. 

Among the creatures encountered 
is a Cyclop. After shooting it, the 
player can capture the Cyclop’s 
blackened soul before it escapes into 
the Grand Lizard’s mouth. With the 
captured soul, the player can brush 
the Nymph, frozen in stone, and give 
her life. As the graceful Nymph flies 
over the maze, she tranquilizes all 
enemies for the hero. When the player 
follows a soul into the Grand Lizard’s 
mouth, he enters the bonus inferno 
where flames consume the maze a 
piece at a time and souls with demon 
masks try to destroy the player. 

Other challenges include the 
deadly Tankov which can only be 
destroyed by a two-level attack. And 
Boom Bird, the psychological enemy, 
forces the player into possible dan- 
gerous paths by dropping fire bombs. 

By stepping onto a color-coded 
light transporter, the hero can eject 
himself to a like color on the opposite 
side of the maze into a less perilous 
section of the pattern. 
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Replacement 
mortise and 
rim cylinders 


American Lock Company has 
introduced its new Series 9000 line of 
replacement mortise and rim cylin- 
ders. 

These cylinders, machined from 
solid brass bar stock, can be rekeyed 
to original manufacturer systems. 
They are available in the ten most 
popular OEM Keyways with special 
security features. 

The Series 9000 replacement 
mortise and rim cylinders come in 
three standard finishes, Duranotic, 
Bright Brass (US3), and Stain Chrome 
(26D). The mortise cylinders are avail- 
able in three lengths and _ include 
thumb turn and dummy plug models 
also. Cylinders may be ordered “0” 
bitted, keyed alike, or keyed different. 

For further information, contact 
Allen Vancura, American Lock Com- 
pany, 3400 W. Exchange Road, Crete, 
Illinois 60417. Telephone 312/534- 
2000. 


Soldering iron 


A freehand soldering iron is now 
available through Ken Vogelheim 
Sales. This soldering iron feeds solder 
to the tip by the rotation of a feed 
wheel operated by the thumb of the 
hand that holds the iron freeing the 


other hand to hold the job. 

The user can easily choose from 
six different size tips by slipping off the 
top sizes until reaching the desired 
size. The solder is stored in a molded 
plastic handle, simple to resupply. The 
tool sells for $44.95. 

For more information, contact 
Ken Vogelheim Sales, 300 W. Michi- 
gan Avenue, Rogers City, Michigan 
49779. Telephone 517/734-3984. 


£300 CORONET 


4300 
QUARTERMASTER 


Coin meter 


Greenwald Industries has added 
to its line of coin meters the Series 
4300, a compact high-security unit 
intended for carwashes, suntanning, 
vacuums, air vending, etc. 

Two models are offered, a drop 
coin version featuring the company’s 
new Coronet coin acceptor, and a 
turn knob version featuring the 
Quartermaster coin-operated timer. 

The Coronet version has an elec- 
tronic timer (another of the com- 
pany’s new products) which can be 
mounted inside the meter or remotely 
as the customer requires. Timing and 
price are variable independently by 
dials on the timer’s face plate. 

The Coronet can be ordered with 
a 120 volt or 24 volt blocking coil (to 


prevent the loss of money when coins 
are deposited during the cycle). 
Token operation is also available. 

The Quartermaster version uses 
an electromechanical time mecha- 
nism that is coupled directly to the 
coin handling section. 

Both models of the 4300 come with 
a recessed $60 capacity Ultra-Guard 
money box. They are also coated with 
an epoxy-based sealant paint, which is 
corrosion and chip resistant. 

The company claims that the 4300 
is one of the most compact, versatile, 
and reliable meters it has ever intro- 
duced. 

For further information, call 
718/821-9000 in New York. Outside 
New York, call 1-800/221-0982. In 
Canada, call 1-800/841-1155. 


NAMA directory 


The 1985 directory of members of 
the National Automatic Merchan- 
dising Association (NAMA) is now 
available said G. Richard Schrieber, 
president. 

It lists the names, addresses, and 
telephone numbers of more than 
2,300 companies belonging to NAMA. 
Operating companies are listed by 
state and city, indicating the types of 
products they vend, and whether they 
operate a commissary (food prepara- 
tion kitchen). Local branches of 
national and regional operating 
companies also are included in the 
geographic listing. 

All manufacturer and supplier 
companies, and distributor company 
members, are listed alphabetically in 
separate sections, Schreiber said. 

Additional copies can be ordered 
by member firms at $6 each. The price 
to nonmembers of NAMA is $75 per 
copy. Orders should be directed to 
NAMA at 20 North Wacker Drive, 
Chicago, Illinois 60606. Telephone 
312/346-0370. 


WE ARE IN THE ENTERTAINMENT BUSINESS. 
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THE NEW 
“EVERYTHING 
MACHINE* 


Model ET 


It SORTS 
It COUNTS 
It WRAPS 
It BAGS 


All Denominations 
All In One Machine 


Call or Write For Full Details 


KLOPP 


INTERNATIONAL, INC. 


P.O. Box 708 
Pinellas Park, Florida 34290-0708 
(813) 522-9425 


SSSI 


LOUISE’S HARNESS SHOP 
Rt. 3, Box 
Prattville, AL 36067 


Video Game Harness and 
Donkey Kong Monitor 
Conversion Kit 


Prices start at $15.9 
Write or Call 


205/365-1841 
SSNS 
52 


CLASSIFIED 
ADVERTISING 


COIN & TOKEN WRAPPERS 
Contact for Samples/Prices 
ARMSTRONG SERVICE 


10414 Stone Court 
Se eclasalte OH 45242 


ADVERTISE 
IN 


PLAY METER 
504/488-7003 


INFINITY 1 


The Game Of A Thousand Faces 
NEW GAMES COMPLETE $495 (F.0O.B. Chicago) 
KITS—While they last! Call for 1985 kits 


All laser games available from $495. Call for current price!!! 


Bank Panic (new ’85 games)............. call Combat (new game).................... $595 
moner tammer......................... oe  —— 595 
ming Fignier.......................... call Chinese Hero... 1... cece eee ee eee nee 495 
ee ee ee r——“ ee 


ba ee ee, Oe? 


Atmicliy Myon. 
Yar rign ............ call Hero in Castile of Doom................ 150 
Fifal................ Soy SCOf ay ie (Goard)....................... 75 


*IC Chips available 27256—$8; 27128—$3 


PROM 8200 PROGRAMMER 
Bi-polar E PROMS, up to 512K 


Write your own program & replace your own 

Cs. 

® Intelligent programming algorithm, 20 seconds 
needed only to finish 2764 copy. 

@ Check, Verify, Read, Write, and Modify the 
PROM/EPROM in the programming mode. 

@ Examine, Alter, Move, Fill, Upload, & Down- 
load the memory contents in the data mode. 

@ 32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 

e Allows data transfer/combine/separate from 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

® One RS232 port, for linking to the computer 
to upload/download data. 

@ Simple to operate, over current indication, 
automatic check-write-verify sequence. 

@ Fully portable for field or in-plant use. 

® One full year guarantee. 


"312/280-7610 
HOFFMAN INTERNATIONAL 


600 N. McClurg Ct., Suite 309 @ Chicago, IL 60611 
Telex: 280208 Hoffmn. Int. Cgo. 
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PAYPHONES—S$55 
As extensions or add kit to require 
coins $98 Or ready to profit from 
$295 Genuinely FCC registered! 
Our electronics has been used in 5 
other manufacturers Free 911. 
timed calls Also. expecting entirely 
self-programmable long distance 
unit 608/582-4124 anytime 


DISTRIBUTOR OPPORTUNITY — 
Memory Challenger Bygesa 


TEST YOUR MEMORY 


e 25¢ Vend e Oak & Metal Construction 
© Computer Controlled ¢ Quick Return on Investment 
e Wide variety of Locations 


WANTED 
USED PC BOARDS 


CALL FOR QUOTES 


Eldorado Products Ltd. 
14816 Main Street 
Gardena, CA 90248 


213/516-9525 


HI-COUNTRY MANUFACTURING, INC. 
187 County Road 250 Durango,CO81301 Callcollect (303) 259-3889 


Sa - 


SATISFACTION GUARANTEED 


P.C.B. and PERIPHERY 
EQUIPMENT AVAILABLE AT FACTORY COST! 


PHO 


WE BUY AND SELL 
CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 


ED HANNA 


P.0. Box 29077 © Davie, Florida 33329 
305/474-5888 0 


TELS 
FRANK’S CRANKS 


Conversion Kits 


: 
MACHINES ¢ 3 
: 


465-72, DAPSIBRI-3 DONG. 


Established 1951 


Reconditioned Games 


DONGDAIMUN-KU, SEOUL, KOREA 


OUR QUALITY IS ALWAYS PERFECT. 
SMALL AND LARGE ORDERS ARE SHIPPED 
PROMPTLY. (SE HABLA ESPANOL) 


SILVER STAR ELECTRONICS 


TEL: 247-0931 


Trivia Kits 


fon 1 = | 
Spy Hunter 1252.04.66 reduced __ Ten Yard Fight ’85.... reduced Video Trivia ...... Special deal 
Marble Madness..... reduced Great Swordsman........ call (complete kit for retroit) 
Karate Champ ....... reduced ~ Kick Statt....2. seme. call LA Trivia ........ Special $595 
Punch=@uttli. oe ws.50% aca 1295. - SOn SOM .i..c-c nce oe ee call Sexual Trivia..... Special $595 
Rowe jukeboxes ..... 695—895 VS. UniSystem plus kit.... call 

Video Trivia u/r......... 895. . Kicker... 62.2 <.oeme t call New Games 
Millipedeé: ... ..:.c00%...6.. 795 Return of the Invaders ... call Kixx, LA Trivia 


GREYHOUND TRIVIA SPECIAL 
When you purchase a dedicated upright or countertop trivia game for 
$1,295. or a trivia kit for $595.%, you are eligible for a Trivia Updating 
Contract for only $60. per month ($15.°°/week). You will receive five 
new categories monthly for your trivia game and a free spare updated 
satellite board. The updating contract can be cancelled after six 
months. A new updating contract can be started anytime, which is a 


* Video Trivia 
Pop-A-Shot Basketball . ..$1995 


*Video Trivia u/r or C/t. .$1295 


Many 
Reconditioned 


good deal for operators of older Greyhound games. Z Pinballs 
Call us today for complete list on all __ Frank 
new or reconditioned videos and pinballs. ips Me 
ALPHA-OMEGA-SALES 
Call Joe or Frank “The Crank”’ The Operator’s First Choice 
201/287-4990 6 Sutton Place @ Edison, NJ 08817 
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CONVERSION 
KITS 


Just Released 


CRUISIN 
Call 


TANK III 
Call 


SHANGHAI KID 
Call 


Great Earners 
TEN YARD FIGHT ’85 
$495 


VIDEO TRIVIA 
$595 


GREAT SWORDSMAN 
$595 


Bargains 
CLOAK & DAGGER 
$95 


LIZARD WIZARD 
$95 


DO! RUN RUN 
$245 


TAG TEAM 
$295 


VIDEOS 


COMMANDO 
$2,095 
HAT TRICK 
(Sente ol 
Call 


VS. SYSTEM (New) 
Call 


UNISYSTEM (New) 
Call 


The Game 
Exchange 


P.O. BOX 09598 
1289 ALUM CREEK DRIVE (our only office) 
COLUMBUS, OHIO 43209 
(614) 258-2933 
CALL TOLL-FREE 
IN OHIO 
1-800-848-1514 
OUTSIDE OHIO 


1-800-848-0110 


WANTED 
Lucky Crane, Boom Balls, Philadelphia 
Skee-Balls, Triple Crane, Whac-A-Mole, 
Muppet Video, Hydraulic Kiddie Rides, 


Midway Shuffle Alley B/W 
WANTED Namco Shoot Away 


M & P AMUSEMENT CO. 
717/848-1846 


DISTRIBUTORS WANTED 


@ Buy direct from factory at whole- 
sale prices 

® Protected territories available 
for stocking distributors. 

® Factory lead service from ad- 
vertisements. 

@ Equipment covered by $2,500,000 
insurance program. 

® Stop D.W.I. with our electronic 
Breath Alcohol Scanner. 


Call or write today! 
Horizon Distributors, Inc. 
P.O. Box 7095, Freeport, NY 11520 
516/379-4719 


LEGAL GALAGA for $199 
A.P. Engineering converts Atari 
Dig Dug P.C. boards into Galaga 
24 hour turnaround 
1917 Huntington Street, Suite 3 
Huntington Beach, CA 92648 


714/969-1243 


Video Connection 
CONVERSION KITS 


Konami® Kicker™ (Top earning!) ... call 
Magmax:. .25..256.60 super low price 
1942 (Romstar) ....... super low price 
Taito Samurai (price slashed)....... $795 
Nintendo VS. UniSystem ......... call 
Savage Bees (simultaneous 50¢ play). 625 
Special Forces (fast kit for D.K.) .... 550 
Video Trivia (w/adult sex category).. 625 
10-Yard Fight (includes control panel) 

(fast kit for D.K. & Defender) ...... 395 
Konami® Time Pilot ’84™......... 349 
Exerion (earns better than Galaga)... 325 
Bank Panic 25. .....+.4 0... make offer 
Do! Run Run (the best of Mr. Do!) . 295 
Mr. Do!’s Castle ................ 


oer eee ee eee eee eeeeeeee 


Elevator Action (universal kit)...... 
Super Bagman ...............06. 195 
Greyhound (fast kit Defender). closeout! 
MAKE OFFER 
Satan Hollow, BurgerTime, Joust, 
Robotron, Mappy, Rock ’n Rope, 
Kangaroo, Pac-Man, Frogger, The Glob 
BUY @ SELL e TRADE 


VIDEO CONNECTION 
930 Jeffrey Lane, Dixon, CA 95620 


916/678-5189 
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BUSINESS OPPORTUNITY 
Coin-Op Amusement route 
Northern Wisconsin 
300 Machines in 64 Locations 
Pool & Dart Leagues establshed 
Excellent Gross @ 8-Years Old 
715/474-6748 


Bee ce om exe ome Om Gm Om OD Om om om om Om OD OD oe 
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WANTED 
One (1) Headglass 


for Bally 
Globetrotters pingame 
804/874-5200 (George Rollo) 


WANTED 
Packard Wall Boxes and Packard 
Music Boxes. KING DISTRIBUTORS, 
378 Granite Street, Quincy, MA 02169. 
1-617/471-0050 


RRA KKKKKERAKEKKKRKE 


CHECK THESE USED GAME 
BARGAINS! 
Dig DUG cS occ on oo 0c oh ee $225 
Fast Freddie .............. 245 
Elevator Action ........... 475 
PROGIX. 3 sc oes cb ae 175 
PrOgger. sons baer saws 245 
Pac-Man Plus ............. 295 
ORG ERE ce otc aes Coton 345 
Front Line ................ 425 
7 LESS) | ea oe 245 
OUST se eno ceiciniere ee 275 
Zookeeper ................ 425 
Eyes...... Se eee 195 
Buck Rogers pin (as is) .... 125 
Totem pin (as is) .......... 1 
MANY OTHERS 
FOR AMUSEMENT 
ONLY, INC. 
188 Ward St. ¢ New Bruns, Nd 08901 
201/247-7688 


RRAMKKKRERKKKEKREKEEKERKKK 
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FOR SALE 
30 or 40 
solid-state flippers. 
$150.°° each for the lot 
if you pick up. 
About 25% working. 
Others as is complete. 
Jerry’s Amusement Co. 
P.O. Box 213 
Folly Beach, SC 29439 
803/723-5634 


PLAN NOW TO 


ATTEND AOE ’86 


PLAY METER, September 15, 1985 


April Rose Yates Gregory Eli Holman 
D.O.B.: March 9, 1979 D.O.B.: October 10, 1963 
Hair: Blonde Hair: Reddish Brown 

Eyes: Blue Eves: Blue 

Height: 3'Q" Height: average 

Weight: 42 pounds Weight: average 


Disappeared October 9, 1978 


Disappeared August 18, 1984 Sram Scottsdale Arizona 


from Cranford, New Jersey 


If you have information about either of these children please 
call: 1-800-235-3535 


ye . Distributed by: 
a) Hide and Seek Foundation, Inc. 
Ss VeO°CeAcl 


Y veo-ceact & Video Operators Childrens Alert Line 
Volunteers Can Call (503) 294-0746 P.O. Box 14574 


; Outside Oregon 1-800-547-9755 ext. 50 Portiand, OR 97214 
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